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advertisers of the country are rapidly awakening 
to conditions as they exist in the advertising field 
to-day, and are learning that the news-stand maga- 
zines do not properly cover the cities of from 1,000 
to 20,000 population, which go to make up a field for the 
general advertiser that is richer by far than the metropoli- 
tan cities where competition is so keen. 
Take a good look at the APRIL ISSUE of 


The Woman's 


aos OF ozs 


Magazine si ici, 


and you will find that its advertising columns are made up 
mostly of the copy of some of the most prominent high- 
grade advertisers in the country, who have taken the time 
to thoroughly investigate our proposition. We court in- 
vestigation of the most searching kind as to the quantity 
and quality of our circulation, etc., as we believe that every 
advertiser is justly entitled to a close acquaintance, and we 
are prepared to back up all we say with good hard facts. 
We not only have this high class advertising coming our 
way, but will retain it. Each succeeding issue of The 
Woman's Magazine will show additions that will surprise even 
our staunchest supporters in the advertising world. 

If you are a manufacturer or dealer in anything that is 
used in or about the home—the 1,500,000 women subscrib- 
ers to The Woman’s Magazine can be made regular and 
permanent customers, either through the retailer or by 
mail order. Write me on your business letter-head and I 
will send you some facts and figures that may hasten 
pour awakening—our arguments are not theories, but are 

ased on a close study of conditions existing to-day. 


Address A. P. COAKLEY, Advertising Manager, 
THE WOMAN’S MAGAZINE, 


(LARGEST IN THE WORLD), 


ST. LOUIS, MO. 


New York Office: Chicago Office: 
1402 Flat Iron Building. 66 Hartford Building. 


Ts “general publicity” and highest class mail order 
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“AA Valuable Moral Force.’’ 


For many years the Boston 
Globe has been one of the newspa- 
pers that make complete, detailed 
statements of its circulation to ad- 
vertisers and to Rowell’s American 
Newspaper Directory. At one time 
during the early growth of the 
Globe and the New York World 
there was an agreement between 
General Taylor and Mr. Pulitzer 
that when they each had 50,000 
circulation the figures would be 
given to the public. This mark was 
reached, and it seemed as though 
75,000 would be more impressive, 
so the statement was deferred. 
When 75,000 was reached, the two 
decided that an even 100,000 would 
be better, and there was another 
postponement. When the 100,000 
mark was reached, however, the 
Globe made a statement, and has 
continued to do so with regularity 
ever since. General Taylor con- 
siders that when a newspaper pub- 
lisher makes an open circulation 
statement he is pretty certain to 
tell the truth, for in his business 
office, press and mailing rooms, are 
dozens of men who know what the 
paper is printing and how many 
copies are sold and paid for. To 
make a false statement of circula- 
tion reveals the publisher as a liar 
to every pressman, every employee 
in the mailing room, every man in 
the circulation department and 
every clerk who enters the amounts 
received for sales of papers. In 
self protection a publisher who 
wishes to give the impression that 
his circulation is larger than it 
really is must maintain secrecy. 
The best definition of circulation 
he regards as the number of com- 
plete and perfect copies printed, 
but this is amplified in the case of 
the Boston Globe by access to the 
sales books for any advertiser who 
wishes_to know what is done with 
the copies. General Taylor was 
told that Rowell’s American News- 
paper Directory is now on an en- 
tirely independent basis, connected 
in no way with any agency or pub- 
lication, having no patronage to 
give or any means of coercing pub- 
lishers. Asked whether he thought 
that a newspaper directory con- 
ducted on that basis had a chance 


to live and a purpose to serve, he 
sepiied, in no uncertain words, that 
it had both. Personally, he ap- 
proves of that kind of newspaper 
directory, and regards it as a val- 
uable moral force in newspaper 
publishing, helpful to every pub- 
lisher who maintains a policy of 
openness regarding circulation. He 
thinks that Rowell’s American 
Newspaper Directory, conducted 
and maintained on that basis, will 
become to publishers and advertis- 
ers of the same value and service 
which Dun’s and Bradstreet’s mer- 
cantile directories are to the com- 
mercial world.—From an interview 
with General Chas. H. Taylor of 
the Boston Globe, published in 
PRINTERS’ INK for February 22, 
1905. 


PUBLISHERS and advertisers will 
note the comment on Rowell’s 
American Newspaper Directory by 
General Chas. H. Taylor, publisher 
of the Boston Globe, appearing in 
the first article of this issue of 
Printers’ INK. Gen. Taylor be- 
lieves in the mission of the Di- 
rectory under its new policy and 
so does every other fair-minded 
and honest publisher on the Amer- 
ican continent who takes the oc- 
casion to familiarize himself with 
the purpose and endeavors of the 
Rowell Directory, now in itsthirty- 
seventh year of consecutive publi- 
cation. There is no greater power 
in the United States than its press, 
and there is hardly any greater 
single industry than the one to 
which American advertising has 
risen to-day. A _ directory that 
represents these two factors and 
serves them with a single purpose 
has not only its mission, but it is 
welcomed as a necessity by both. 
Publishers and advertisers alike 
recognize the Rowell Directory as 
the one which has for over a third 
of a century aimed to be the link 
of service between the two great 
factors named, and as the only one 
with a fundamental policy and 
conduct that promises to become 
of an even greater service in the 
near future—Editorial opinion of 
Printers’ INK on General Taylor's 
utterances, from Printers’ INK 
for February 22, 1905. 
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FORTY YEARS AN ADVER- 
TISING AGENT. 


By Mr. George P, Rowell, 
TWELFTH PAPER, 


The business had not been es- 
tablished very long, before it was 
noted that New York offered a 
more fruitful field than Boston, 
for the securing of advertising 






Cuaries N. KEnt. 
orders. I was obliged to make 
frequent visits, and sometimes it 
began to seem that we ought to 
have an office and a resident rep- 
resentative in the great metrop- 
olis, Our youngest competitor, Mr. 
Evans, had opened an office in the 
old Herald building at 119 Nas- 
sau street, and Mr. Dodd, on a 
business trip, had it in mind to 
investigate the Evans branch, and 
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take note of the progress it ap- 
peared to be making. He found 
this easy to do, without exposing 
a disposition to spy out the land; 
for the Evans office was confined 
to a single room, a view of which 
could be had from a_ hallway, 
through the transparent glass in 
the office door. Mr. Evans’ repre- 
sentative was plainly to be seen, 
sitting at a white-wood table, with 














Moore. 


Joun A. 
his hat on, and attempting, with a 
knife having opened blades at each 
end, to play, so far as one could 
do it alone, and on a table instead 
of the ground; the game that had 
been so popular, when we all were 
boys, and known as mumble the 
peg. Being told that Evans’ New 
York branch was a success, and 
having concluded, from observa- 
tion, that its operations were not 
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complex, we looked about for a 
New York representative of our 
own, and hete, as_ well as 
in numerous other ways, our 
salaried solicitor, Mr. # 
Fox, came forward with informa- 
tion and advice. Fox had been a 
printer, he had a large acquaint- 
ance among printers; and the best 
printer he ever knew, had had 
some experience in canvassing for 
something, I do not now recall 
what. He was then in New York, 
in the employ of a firm named 
Thitchener & Glastater, a rather 
successful house notwithstanding 
the unpronounceable character of 
the names of the partners. In 
Fox’s opinion, if John A Moore, 
his old friend, could be secured 
to represent the concern in New 
York, all difficulties would disap- 
pear; and he proceeded to write 
to John, and tell him all about the 
opening for his abilities. Shortly 


after, I went to New York, called : 


at the office where Moore was em- 
ployed, and while waiting for him 
to come to the counting room, had 
my attention directed to a conver- 
sation then going on between Mr. 
Thitchener, and a rather sallow, 
cadaverous man, who, it appeared, 
had a patented method of making 
a broom, by which every house- 
wife could renew her own, and 
practice much economy, inasmuch 
as one handle would outwear 
many brooms, in fact, only one 
handle would be required in a 
lifetime; while the broom itself 
could be renewed yearly, quarter- 
ly, monthly or even hourly, if 
desired. Mentally I did not agree 
with the man’s idea as to what 
would come about as soon as he 
should have distributed the hand- 
some printed matter of which Mr. 
Thitchener was then exhibiting a 
perfected proof. In after years I 
had other views, differing from 
those held by this small sallow 
man—Charles A. Clegg, was his 
name—and in the arguments that 
ensued between us, divers lawyers, 
judges and referees took part, 
until, eventually, I, and those in- 
terested with me, were not much 
less than $200,000 out of pocket; 
while our wily opponent, so far 


as I could learn, had just about 
enough left over, after settling all 





expenses incurred, to pay him day 
wages for the time he had devoted 
to the conduct of the case. I 
have rarely read of bankruptcy 


* proceedings with more _resigna- 


tion, than when I perused the line 
or two that, quite recently, came 
under my eye, announcing that 
such had just been inaugurated, in 
the case of this acquaintance of 
that morning, in the printing office 
counting room, in the year 1866. 
Fortunately, perhaps, I could not 
foresee all the future on that early 
occasion, and soon John Moore 
came in, and I then met a man 
who became, I think, the most 
faithful, the most devoted and at- 
tached friend it has ever been per- 
mitted me to know. 

Moore had looked into the 
scheme, whereby an inch adver- 
tisement might be inserted for a 
month in a hundred New England 
newspapers for $100; and thought 
it would go. He knew we already 
had it in successful operation. He 
had even gone out and _ talked 
about it to a few possible custom- 
ers, and had the promise of one 
order and the prospect of another. 
He would take hold of the work; 
the wages he would demand was 
$40 a week. I hardly saw how it 
was possible for a journeyman 
printer to be worth so much 
money, but Moore was by no 
means an ordinary printer. He 
was unusual, as was shown by the 
fact that he was on friendly and 
even intimate terms with his em- 
ployers, and they were at first 
quite unwilling to lose his ser- 
vices, although finally inclined to 
acquiesce, because his health was 
not first rate, and it was believed 
that the out-of-door exercise, in- 
cidental to canvassing for adver- 
tising orders, would be of benefit 
to him. Furthermore he might 
possibly corral, now and then, a 
good order for job printing. 

And so it was arranged that 
Moore should come with us. We 
shortly secured a small office at 
No. 58 Cedar street, with a small 
boy to answer questions, or say 
he did not know; and our New 
York branch was thereupon placed 
upon a level but little, if any, in- 
ferior to that occupied by our 
(Continued on page 6.) 
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ATTENTION. 


CLASSIFIED 
<= MAIL-ORDER 


ADVERTISERS ! 


25 xine BUYS 300,000 CIRCULATION 


Stns encourage and further develop Classified and Mail-Order 

business, you can insert a FIVE-LINE advertisement at the 
rate of TWENTY-FIVE CENTS per line, advertisement to 
appear in all of the following papers: 


The Washington Star. 
The Baltimore News. 
The Indianapolis News. 
The [linneapolis Journal. 
The Montreal Star. 


This is a special rate on all Classified advertising, such as Help 
Wanted, Situations Wanted—Male and Female, Personals, Business 
Opportunities, For Sale—Farm Lands, etc. 

All advertisements accepted at this rate must come within the 
specified minimum of five lines, extra lines pro-rata. 

The combined circulation of these five well-known evening 
papers is over 300,000 copies daily. This is all practically home 
circulation, the very best circulation. Each paper is the distinctive 
leader in its respective field for Classified advertising. 

Here is an unusual opportunity for Classified and Mail-Order 
advertisers to have their advertisements inserted in five of the 
leading papers of America at a low rate. Remember, TWENTY- 
FIVE CENTS PER LINE buys 300,000 Circulation, and in 
order to enjoy this rate advertising must be ordered inserted in all 
five papers, and subject to the rules of classification of each of them. 

Don’t miss this opportunity! Don’t delay sending in your 
order and copy at once! 

Send orders direct to either New York or Chicago Office. 


DAN A. CARROLL, 
Special Representative. 


Tribune Building, W. Y. PERRY, Tribune Building, 
New York. (Mgr. Chicago Office}. Chicago. 
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competitor, Mr. Evans. I wish 
to say at this place that John 
Moore earned the salary we paid 
him, and always earned all he re- 
ceived. He was the most success- 
ful advertisement solicitor I ever 
employed, although he labored 
under the serious disqualification 
that he could never manage the 
smallest computation in the mat- 
ter of figures. He always made 
his customer do the figuring, and, 
if at the office, any discrepancy 
was discovered, he was full of im- 
patience, not with himseiz but with 
the bungling calculator, and it 
seemed to afford him an actual 
satisfaction, to go back, point out 
the error, reprove the perpetrator 
for his carelessness, and bring a 
revised calculation that would pass 
examination. Curiously too he 
did this without ever giving of- 
fense or forfeiting the confidence 
of his clients whom he held with 
wonderful tenacity, in spite of 
efforts of business rivals to detach 
them from their allegiance to him. 
If I had, personally, made a cal- 
culation for him, it was beyond 
the pale of discussion. It was 
right! could not be wrong! and 
there was no call for any revision, 
or for any more words on the 
subject. Discovering this ten- 
dency I was extremely careful not 
to give any occasion for upsetting 
his confidence, and, so far as I 
can recall, it remained undisturbed 
to the end. He continued in my 
employ until he died, some ten 
years later, in the Centennial year. 
After he came with me he became 
a Free Mason, and grew to be 
very popular among the brother- 
hood; taking all the degrees up 
to the 32d degree, and holding 
numerous offices in Lodge, Com- 
mandery, Counsel, Consistory and 
what not; and it was in conform- 
ity with his desire that I. who had 
long been a Master Mason, a 
Royal Arch Mason and a Knight 
Templar, was led to ask for and 
receive other degrees from the 
11th degree to the 32d degree, be- 
coming a Prince of Jerusalem and 
entitled to write myself a knight 
of the East and West, Knight of 
the Eagle and Pelican and I know 
not how many other grand and 
noble things. When poor Moore 


passed away, the Masonic breth- 
ren paid him so much honor, and 
expressed so much love for him, 
and regard for his memory, that 
I thought at the time, I would 
be quite content could the half be 
said for me, at my demise; and 
have realized ever since that it 
would not be, no not a quarter. 
We took him to his home in the 
Granite State where an old 
mother, a dear sister and an only 
brother mourned his taking off, 
and we buried him in the sandy 
soil of his native Manchester, and 
left him to that sleep that is to 
know no waking until the final 
day. I shall never have a more 
faithful, a more loyal friend, nor 
know many whose association can 
be so helpful. 

A young man from my own 
New Hampshire village had lately 
completed his course of study at 
the Norwich University of Ver- 
mont—which by the way was Ad- 
miral Dewey’s Alma Mater—and 
was in attendance at the Harvard 
Law School at Cambridge. He 
was five years younger than I, An 
older brother of his had married 
an older sister of mine. His 
father was richer than mine. He 
had been brought up in the village, 
I on the farm. We had long 
known each other and each found 
in the other some quality that he 
valued more perhaps because he 
realized its lack in himself. We 
were friends. The younger man 
was an_ indefatigable worker. 
While in his native village he had 
learned the printer’s trade, with- 
out being attached to the office of 
the newspaper where he did it, or 
receiving any compensation for 
the services he rendered. He 
would just go in, get hold of a 
piece of available copy, put it in 
type, read the proof, make the 
corrections and all that, sometimes 
working as many hours as a jour- 
nevman and doing as much work. 
This was his method in his boy- 
hood of disposing of spare hours 
and holidays. Now. at the law 


school, there were days that left 
him at leisure, and he took up the 
practice of coming to my office, 
where he would observe what was 
going on, and invariablv lend a 
hand, whether the work happened 
(Continued on page 8.) 
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IF YOU ARE THE MAN 


with something to sell anywhere in the world, it is 
as important that you should know us as that we 
should know you. 








It is our particular and exclusive business to 
induce people to buy— 


And we know our business. 


We know that we know our business, because 
we have succeeded for years, and are succeeding 
to-day, in profitably advertising some of the “largest 
sellers” in the world. 

This agency is conducted on right principles. 
We do business on absolutely net prices plus a 
uniform commission. We “play” no ‘‘ favorites.” 
We do not own or control space in any publication. 
We know values, and our advice is entirely disin- 
terested. 


We employ no solicitors, depending on the 
strength of our organization to command business ; 
\ we make no contracts with advertisers, depending on 
the efficiency of our Service to retain their accounts. 

We know how to get the maximum value for 
the space we buy. Service is always spelled with 
a eapital “S” in this agency. If you want Ser- 
vice that sells 


In the two Americas 
Abroad 


THE PAUL E. DERRICK ADVERTISING AGENCY 


New York London Paris Cape Town Sydney Buenos Aires 


STARKE, New York. 


See DERRICK, London. 
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to be addressing envelopes, send- 
ing out orders, examining ‘papers 
or what not. He was a remark- 
ably rapid worker, and exhibited 
unusual intelligence in compre- 
hending the intricacies of the 
business, and he came so often 
and did so much work that, al- 
though no compensation was given 
or expected, the office learned to 
depend upon him in a pinch, and 
he to know the business from A 
to Z nearly as well as either Mr. 
Dodd or I did. I recall that when 
his time at the law school was 
ended, and an engagement in a 
Boston law office would give full 
scope for his appetite for work, 
and in consequence he was not 
likely to confer his services upon 
us any more, Horace and [ in- 
vested probably as much as six 
dollars, may be eight, in the pur- 
chase of a set of Plutarch’s Lives, 
which we presented to our volun- 
teer assistant, with a writing on a 
blank page, expressing our appre- 
ciation of his valuable services. 
I mention this man here because 
it came about when a year or two 
later I had-removed to New York, 
and was without a partner, I felt 
the need of some one who knew 
the business and knew me, and 
whom I could trust; and remem- 
bering that this young lawyer had 
shown symptoms of entertaining 
such a feeling for a certain lady 
living in New York, as the young 
people in “Helen’s Babies” desig- 
nated as “respect,” I wrote to him, 
telling him how niuch broader an 
opening New York offered to a 
young lawyer, how great an ad- 
vantage a little experience in a 
business office was certain to be, 
offered to pay him a weekly salary 
of $30 for a year and hold him at 
liberty to start out for himself at 
the expiration of that time. He 
came and at the end of a year his 
“respect” for the young woman 
having grown, and she having 
acquired a somewliat similar sen- 
timent in his favor, I sold him a 
quarter interest in the business, 
which consisted mainly in good 
will, for the verv respectable sum 
of $12,500, which was only to be 
paid, however, out of the earnings. 
His father made no objection to 
the movement but explained to 


the neighborhood that no cash 
capital had been invested. He was 
to draw $50 a week on the new 
deal, and any surplus earnings 
should go to liquidate his indebt- 
edness. He married the lady 
whom he had respected so much, 
made the weekly stipend meet 
their moderate needs, and after 
twenty-one months, in which no 
accounting was had, a balancing 
of the books showed that his in- 
debtedness had been wiped out 
a..1 he was entitled to a consider- 
able check from me to make our 
account even. This gentleman be- 
came known, for more than thirty 
years, to every one who had deal- 
ings with the Advertising Agency 
of Geo. P. Rowell & Co., and, 
among all the items of good for- 
tune that I have had occasion to 
be thankful for, scarcely any, nay 
not one, in a purely business way, 
stands rated so high, as my ac- 
quaintance, and long association, 
with this friend of my youth and 
my manhood, my long time part- 
ner, Charles Nelson Kent. 

There remains one more em- 
ployee of the Boston office that 
should be mentioned. In connec- 
tion with the Dial, we found it 
advisable to issue an Express List, 
showing what company reached 
each New England town, where 
its office in Boston was situated, 
and some other matters. This 
sheet, surrounded with a border 
of paying advertisements, was 
presented to subscribers to the 
Dial; but was also in some de- 
mand in other offices, where the 
Dial was not taken. It was found 
that the demand would probably 
warrant an attempt to push the 
sale by a personal canvass, the 
seller taking copies along, and 
delivering to the customer when 
found, on receiving the price, 10 
cents. In answer to an advertise- 
ment for such a canvasser a young 
man named B. Frank Newton 
made application, was engaged, 
and did so well, that, when the 
work was done, we were unwill- 
ing to part with him, and he came 
with me, next year, to the City of 
New York, and remained in my 
service, or closely connected with 
the office, for, I think, not less 
than thirty years, 
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THE MARYLAND PRESS. 


The press of Maryland dates 
beyond the revolutionary period 
and the American celebrated its 
one hundredth birthday as _ far 
back as twenty-five years ago, 
There are other old papers in the 
State, at Annapolis and West- 
minster, Elkton, Chestertown, 
Queenstown and Frederick, but 
the American out-dates them all 
and contests with the Philadelphia 
North American the prestige of 
being the oldest paper in the 
United States. Any way it’s the 
oldest daily, from which we may 
know that it survived the stamp 
acts and all the onerous legisla- 
tion which made a free press as a 
descriptive title absurd and mis- 
leading. 

* * 

If Alexander Hamilton had 
not conducted the Federalist and 
in it set an example of independ- 
ence and frank criticism, and fur- 
nished a fugleman for the journal- 
ists of the country, the estate of 
the press had been indeed back- 
ward. Unfortunately those jour- 
nals that imitated the Federalist 
were not informed by its ability. 
Just as the Spectator and the 
Tattler furnished in England the 
model from which an army of 
journalists took the pace but who 
did not survive their generation. 
Hamilton in the Federalist set 
the high mark at which his suc- 
cessors strove, and in their efforts 
to do so as a body they gradually 
emancipated themselves from the 
bondage of stamp taxes and the 
hardship of unjust laws of libel. 
It might be interesting to follow 
the history of the old American in 
its struggle for greater freedom, 
but we concern ourselves at pres- 
ent with more modern history and 
may date our record from the 
period of the civil war, when the 
Sun, which easily leads in the 
ability with which it is edited, in 
circulation and in advertising pat- 
ronage, any paper printed south of 
Mason and Dixon’s line, moved 
into its Iron Building on Balti- 
more street. That building was 
the pioneer of the great steel 
structures which have since be- 
come so common in our cities, and 


while the method employed in its 
construction differs from the steel 
frames now used, it was a radical 
departure and formed a basis for 
the line of the Sun for many years 
—‘printed in the Sun’s New Iron 
Building” that dated back to the 
days of the civil war, 1862 or 1863, 
if I do not err. For many years 
and still the Sun is called by its 
numerous clientele the “Sun pa- 
per,” a title of affection and ap- 
preciation, and comparatively few 
of its readers ever look at another 
sheet. So true is this that its 
editors do not hesitate to print any 
story from another newspaper 
which they have missed for twen- 
ty-four hours. Ordinarily you 
might think this was editorially 
fatuous, but a short acquaintance 
with the Suz paper will show you 
that it seldom gets beaten. It 
doesn’t make any difference how 
careful and watchful a staff is, or 
how well protected it may be by 
editorial supervision, there always 
comes a time when their “wisdom 
is taken in by its own craftiness,” 
and that happens occasionally to 
the Sun. The Sun is an offshoot 
of the Philadelphia Ledger, and 
the Abells who own it were 
brought out in Philadelphia in the 
fifties by George W. Childs. Childs 
had published a book written by 
Elisha Kent Kane, who had con- 
ducted a search expedition to the 
Arctic regions to find Sir John 
Franklin. When he came back 
from his unavailing pursuit Childs 
took him up and printed and sold 
his story. It was a great tem- 
porary success but Abell did not 
approve of its methods. He sold 
out his paper to Childs and started 
the Sun paper in Baltimore on 
precisely the same lines as the 
Ledger. It should be remarked 
that Childs had an interest in the 
Ledger before he printed the Kane 
book, and this episode in his ca- 
reer is the only one that cannot be 
commended. Abell took a moral 
standpoint on the subject and he 
was right enough because Kane 
was a rank fakir. He had indeed 
gone to the North, but his stay 
there was but short, and his return 
was made the occasion of a boast- 
ful and foolish narrative that was 
readily enough accepted by the 
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simple-minded people of those 
times. Nowadays Kane would 
easily be the uncredited agent of 
a yellow and irresponsible Sunday 
journal. Kane went to pieces 
over the Fox girls later on in the 
matter of spiritualism and Childs 
dropped him, but long after A, S. 
Abell had taken his measure. 


A. S. Abell was one of the long- 
headed men of his time, shrewd 
and business-like, careful of detail 
but capable. of ‘dealing with the 
largest subjects in a catholic way, 
and he laid down the lines of the 
paper so that there has been no 
occasion to change them. The 
Sun of to-day is practically the 
Sun of 1864, except that it has 
met, and readily, the new mechan- 
ical devices of making a newspa- 
per. The design of it was in 
hand long before the linotypes, 
stereotyping, Hoe presses or auto- 
plates were dreamed of, but it 
fitted into them like a hand into a 
glove. The paper is still owned 
by the Abell family with George 
Abell at its head, and you may 
search the country in vain for one 
which more earnestly seeks to be 
truthful. It often cuts out news 
when in doubt as to its basis of 
facts; and possibly it filters too 
much, but that is only a matter 
of opinion. It does not fail to get 
as many “scoops” as all its con- 
temporaries put together, and it is 
a safe, sane, clean, healthy news- 
paper, as enterprising as any and 
in some respects surpassing the 
best. Its Washington news 1s full 
and thorough, which is natural 
enough because its local circula- 
tion in that city is large and it 
covers the field in that respect ad- 
mirably. But it will puzzle any 
paper in the country to find a 
fuller budget of Congressional, 
White House and Department 
news than the Sun paper contains, 
and its special service from the 
Capitol is not a mere chronicle, 
but is critical, just and masterly. 
It also covers the States into 
which it enters with reference to 
the local news. Formerly it had a 
circulation reaching to Atlanta, a 
large part of which it retains. I 
reckon that Roanoke, Newport 
News and other new towns, and 
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the dwakening of Richmond, Nor- 
folk, Raleigh, Augusta, Charleston 
and Columbia has cut off in recent 
years a good deal of the business, 
but it holds well its own in Vir- 
ginia, West Virginia and Mary- 
land, where an increased popula- 
tion has compensated for any loss 
in the larger area that it may have 
met. 
* * * 

Its business methods are singu- 
larly conservative. It sells no dis- 
play of advertising space, breaks 
no columns, includes no cuts for 
advertisers and its rates are high. 
Baltimore has one class of adver- 
tising that no other city possesses, 
for it prints as paid matter what 
the politicians have to say of each 
other, and does not, as in other 
cities is the custom, treat it as 
news. Until recently at least 
Maryland has been strictly Dem- 
ocratic, except perhaps the two 
western counties of the State. But 
the Federal Government has been 
so long Republican, and the offices 
to be filled by Executive appoint- 
ment are so numerous, that there 
was always a healthy division of 
places, and that happy condition 
of political life, in which there was 
no harmony, prevailed. For there 
are but few political careers where 
there is harmony. The politicians 
thrive on strife, and they always 
had lots of it in Maryland. The 
State has been steadily represent- 
ed in the cabinet until recent 
times, as the names of Montgom- 
ery, Blair and Creswell will sug- 
gest. Maryland was and is one 
of the great whiskey producers of 
tle country, and requires an In- 
ternal revenue force of large size, 
while the numerous ports of the 
Chesapeake Bay demand the ser- 
vices of a great body of Customs 
officials. There are also the post- 
masters’ pensions bureau and the 
United States courts to fill with 
officers. So the Federal Govern- 
ment was nearly always arrayed 
against the State and in sufficient 
force to make politics interesting. 
When Murphy, or McClellan or 
Grout, Harrison of Chicago, or 
Penrose of Durham, in Pennsyl- 
vania, have anything to say the 
Papers print it as news. When 
Gorman, Mudd, Victor L. Baugh- 














man, Hayes or Warfield in Mary- 
land have anything to say, and 
they have a lot of it, they print it 
in the Sun paper as an advertise- 
ment and it always strays into the 
other papers. Of this form of 
business it is not rare to see as 
many as fifteen columns daily dur- 
ing the campaign. I believe the 
position of the Baltimore press 
with reference to politics is unique 
in this country. The local news of 
the city is carefully gathered and 
printed without sensational feat- 
ures in the Sun. Altogether it 
is an admirable paper and in some 
respects an ideal publication, It 
would be difficult to praise it too 
much, 








* * 
The American, as I have said 
has a long history but in ante- 
bellum days became the property 
of Charles C. Fulton who always 
trained with the administration as 
long as it was Republican, as it 
has been with two breaks since 
1861. Fulton like Abell came 
from Philadelphia and his own 
family furnished the staff of his 
paper. He had three brothers 
who were capable journalists and 
these brothers had sons who were 
also capable newspaper men—one 
of them, Eddington Fulton, Jr., 
generally known as Ned, was for 
many years the most capable and 
prolific writer in the South. His 
own son, A, K. Fulton was also 
an able writer although a man of 
. indolent habits. During the civil 
war a sergeant in the Northern 
army, a Frenchman named Felix 
Agnus was wounded severely in 
, battle and brought to the hospital 
in Baltimore for treatment. The 
Misses Fulton were enlisted as 
nurses of wounded soldiers and 
Agnus, forming their acquaint- 
ance at this time, married one of 
them. He joined the American 
staff with the rank of General by 
which title he is known and in 
due time became the executive 
head of the paper. When C. 
Fulton died he became the pub- 
. lisher and its editor. Agnus grew 
. in time to be a capable newspaper 
: man. His peculiarities attracted 
the satire of the New York Sun, 
which for many years held him up 
to ridicule, which he seems to have 
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outlived. The paper is still nom- 
inally owned by the Fulton estate 
but Agnus pervades all its de- 
partments, and he has in fact kept 
it well up in line with the big 
journals of the day. The Ameri- 
can is Republican in politics and 
has occasionally, with the aid of 
the Federal office holders, been 
able to throw the State although 
not to hold it there. The Ameri- 
can is a far looser paper in its 
news than its neighbor the Sun, 
and yet it is not yellow. It covers 
a large territory and its Sunday 
edition far excels in circulation 
that of its rival. Its managing 
editor is William Fritch, a 
Hebrew who grew up on the paper 
and has the most implacable in- 
dustry. He has been in his pres- 
ent office since 1881 and before 
that, for seven years, was a re- 
porter on the staff. Fritsch has 
no sense of humor and meets the 
cares of the day soberly and with- 
out a smile. But Baltimore is 
rather famous for its humorists 
and was the meeting place last 
year of the newly organized guild 
of journalistic jokers. The Amer- 
ican has maintained on _ its 
staff one of the brightest of these 
flippant and frivolous youths for 
many years. Hobart, otherwise 
Dinkelspiel, Gillfillan, | Nesbit, 
form an apostolic succession of 
humorists who take no back seats. 
As the men were brought on the 
paper in the first instance to light 
up the heavy but valuable work 
done by Fritsch, they owe their 
relation to an accident, but their 
retention there and their fame 
elsewhere to their own high abil- 
ity. 
* * * 

Outside of these two newspa- 
pers the journals of Baltimore are 
comparatively new. For example 
there was the Gazette, controlled 
by the Pennsylvania Railroad, al- 
though nominally owned by yet a 
third Philadelphian named Walsh. 
In its day it had all the bright 
newspaper men of the city on its 
staff. Charles F. Meany, who 
served the World long and well, 
Harry Ford who owns a paper in 
Pittsburg. W. B. Hazelton and 
Charles E. Hart, now a Minister 
to a South American State, and 
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more particularly John Foley, the 
able historian ot Jefferson and for 
many years on the New York 
Herald, and John Cockerill, Foley 
is so often referred to as the 
brother-in-law of John Russell 
Young and James Rankin that in 
the matter of reputation he was 
over-shadowed, but he was an 
able, clever journalist with a scent 
for political news that was un- 
usually keen and accurate. The 
only time that it ever betrayed him 
seriously was in the Tilden-Hayes 
fight. Watterson of the Louisville 
Courier-Journal had just written 
an inflammatory article in which 
he said 100,000 men in Kentucky 
would march to Washington to see 
Tilden seated. That was all gas, 
and Foley, knowing his paper be- 
longed to the same belt, wrote an- 
other entitled “To your tents Oh 
Israel.” It stirred Baltimore, al- 
ways to ready to be effected, and 
it well might. After saying that 
the chosen people recognized the 
cry as a defensive one he said the 
voice of justice and right was 
heard as distinctly as if it echoed 
from Mt. Sinai to the Jordan, and 
this was the time. The Balti- 
moreans were ready enough but 
the Pennsylvania Railroad was 
not prepared for war. So Foley 
wrote no more in the Gazette and 
found it convenient to hide him- 
self in a big newspaper for many 
years. John Cockerill made a 
fiasco of his management of the 
Gazette which presently died. The 
Evening News, however, readily 
enough took its place and recruit- 
ed another clientele. Hermange 
and Brewer were its founders. 
Hermange was a man addicted to 
the arts of the prestidigitator in 
private life and to journalism in 
a public way. Finally his love of 
card tricks engaged him in their 
practice while the business suffer- 
ed. Brewer was clerk of one of 
the Courts and an able writer who 
believed that journalism was only 
a matter of editorials. Neverthe- 
less the News, because of the de- 
mand for such a paper, made a fair 
success and was finally bought by 
Charles Grasty who has made it 
one of the first half dozen even- 
ing papers in the country. It is a 
singularly brilliant paper and its 


business management, under Mr. 
Duvall, is conducted upon the 
most able and liberal scale. Grasty 
is an able, many-sided man and it 
must be confessed that he has his 
work cut out for him in Baltimore, 
where the Hebrews largely control 
‘the trade and have their own 
views of values. His paper, like 
the others, was burned out in the 
last fire. He knew that Adolph 
Ochs had the excellent Times 
and he telephoned to secure it, 
asking its price. Ochs told him at 
once, “Take it, if we can’t agree 
upon a price afterwards we'll ar- 
bitrate,” and Gastry carried it off 
to Baltimore, and before the 
smouldering of the great fire was 
extinguished he was printing on it 
and telling the story, still new, of 
the great conflagration. 
B * * 


Until recently in Baltimore the 
Sunday paper, per se, existed, 
William Mackay Laffan of the 
Sun edited one there which he 
turned into a daily called the Bul- 
letin, which died of too much 
brains. Frederic Emory, lately 
head of Bureau of South Ameri- 
ican Republic, Spencer, who is the 
author of the best and first of 
really great American plays, the 
“Arkansas Traveler;” S. Teakle 
Wallis, the leader of the American 
bar, and E, K. and A. H. Canby 
were of its staff. Then there was 
the Telegram, the Baltimorean 
and others which were finally put 
out of business by the beginning 
of Sunday papers on the part of 
the dailies. There was also the 
Bee, which was an evening and 
Sunday sheet, issued by William 
Montague Connelly, for many 
vears with the Tribune of New 
York, a brother of Jim and father 
of Frank, well known to working 
newspaper men, and a man of 
curious ascetic inclination. The 
World, an evening paper, is pub- 
lished, that’s all, in their stead. 

* * * 

There remains the Herald to 
speak of. It was in a way an off- 
shoot of the Bee and became 
known under the control of A. 
Beckhofer, a man who always had 
a lot of money or seemed to have. 
but who is pretty well understood 
to have been a “four flusher.” 

















. 








However, during his lifetime he 
held the paper up to the level he 
had started it upon which was in 
fact not very high, and when he 
died Wesley Oler came in as a 
sweeping and unexpected creditor. 
Oler is one of those nervous men 
whose physical proportions are in 
accord with their mind. Thin as 
the proverbial fence rail, and as 
long, he is also wiry as if he were 
shifting his own parallel to the 
wire fence in fact. His paper 1s, 
I believe, the only one which did 
escape the fire last year and 1s 
rather sumptuously housed at the 
corner of St. Paul and Fayette 
streets. But the shell is no true 
indication of the oyster and many 
a rotten terrapin is sold from 
under a diamond back cover. The 
Herald fairly represents the old 
South although it does intend to 
do so,"having been a boastful hol- 
low sheet which suffered from con- 
trast with the solidity and brains 
of the Sun and News. It was the 
first penny paper in Baltimore. It 
recently shifted from a morning 
to an evening edition and thereby 
lost the Associated Press service, 
which enabled it to print a yellow 
Sunday edition. Mr. Oler is not 
a bad fellow but he is misplaced in 
journalism, whither he strayed 
from the ice business as the_en- 
dorser of Beckhofer’s paper. It is 
now under the management of 
Frank Peard and is being conduct- 
ed successfully. 
* * * 
For many years and until re- 
cently the basis of no fortunes 
were laid by the journalists south 
of Mason and Dixon’s line except 
that which runs into the millions 
owned by the Abell estate and 
whose property is the Baltimore 
Sun. The profession of journal- 
ism in the Southern States was a 
haphazard career in which the joy 
of voicing their own opinions was 
the only reward the editors knew. 
From all appearances it was a fair 
return, for with the exception of 
the New Orleans Picayune and 
the Galveston News no paper in 
this territory had a_ reputation 
greater than that of its editor ex- 
cept of course the Louisville 
Courier-Journal, which was nearly 
up to the character and fame of 
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George D. Prentice. But in re- 
cent years the journalistic growth 
of the South has been simply mar- 
velous. The Atlanta Constitution 
and Journal, the Chatanooga 
Times, the Nashville Banner, the 
New Orleans Times-Democrat, 
the Savannah News, the Charles- 
ton Courier, the Richmond Des- 
patch and the Memphis Appeal 
and Scimitar, only to mention 4 
few, have come forward by leaps 
and bounds. During the civil war 
we heard of certain papers fre- 
quently because they printed news 
which the world was anxious to 
hear, and the Richmond Whig, and 
the Memphis Avalanche, secured 
an attention from this cause which 
led us to believe they were great 
papers, while in fact they were 
struggling for a bare existence. 
All that condition has passed 
away. John Cockerill said that 
only a few people in the South can 
read and they don’t want to. But 
if that were ever the condition 
that existed there the people are 
now moved by a sane and healthy 
curiosity which demands and gets 
the best. Take town for town in 
the South to measure them with 
equally sized cities of the North, 
the papers compare more favor- 
ably—they are broader, more lib- 
eral in view and less tied up in 
the local matters in a narrowness 
of spirit. They have their views 
about the “nigger” and some tra- 
ditional affection for the cause 
they fought for, but they are ad- 
mirable papers and reflect inform- 
ingly and ably the character of 
their people. 

I am led to make this comment 
because the liberal yet conserva- 
tive policy of the Sun paper of 
Baltimore, its even temper, its 
rigid regard for truth and the high 
level of integrity which marks its 
course has furnished a model 
which has influenced the whole 
press of the South. 
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Business Bringing Lists of Dailies, Weeklies and Maga- 
zines mailed upon application. Advs. written, 
literature reviewed, booklets prepared, designs 
furnished. Submit your proposition. Rudolph 
Guenther, Advertising, 108 Fulton St , New York. 
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BREAKING STRIKES 
THROUGH ADVER- 
TISING. 


Corporations operating public 
utilities and desiring to impress 
the public are no longer having the 
newspapers deal with their mat- 
ters in the news columns alone, 
but are enlisting paid advertis- 
ing, in such wise as to give the 
desired trend to public opinion. 

The Interborough Rapid Transit 


MEN WANTED 
For Subway and a Work. 
Persons desiring: i n the Manhatt 
and Subway Divisions of the Arvtredo Rapid 
Transit Company, apply at 34 Dey Street. Conduc- 
tors, trainmen, ticket agents, gatemen, porters, track- 
men, tracktaborers. ~ 




















Company, in order to win the pub- 
lic to its view .of the recent strike, 
employed such advertising. Two 
points had to be gained: the tide 
of public sympathy which might 


‘have entered upon dangerous— 


possibly destructive—phases, had 
to be turned in favor of the man- 
agement and against the strikers; 
and the daily diversion of thou- 
sands of dollars into the coffers of 
its rival organizations, operating 
the surface lines, had to be sum- 
marily stopped. 

The precedent lately set by the 
Long Island Railway, in- using 
advertising space in the daily 
newspapers to placate its patrons, 


a) ALL E EMPLOYEES 7 
Interborough 1 Rapid Transit. Co, 


THE MAKAGEMENT OF THE COMPANY (ES THIS MEANS OF COVVEYIRG Te ITS 
CMPLOYEES THE ASSURANCE THAT THEY WILL BE RETAINED IW THE SERVICE OF THE 





COMPANY AS LONG AS THEY CONTINUE TO PERFORM out 
TORY MANNER. 8 WO CIRCUMSTANCES WILL ANY COMPETENT EMPLOYEE 6f 
ACED. EMPLOYEES WHO REMAINED WITH THE COMPANY WILL HavE * 


pa SENIORITY, AND THE SEWIORITY OF ALL OTHER EWPLOYEES WILE DATE 
FROM AND AFTER MARCH 6, (906. 
March 9, 1905. FRANK HEDLEY, 
General Manager? 
Avereves 
E. r. BRTAx: 
jce-President. 











was therefore promptly followed, 
the New York American, which 
had been the strike advocate, was, 
however, excluded. 

The public was assured that the 
right was on the side of the rail- 
way, upon whom the contest had 
been forced, since compliance with 
the strikers’ demands would but 
have been followed by others, 
therefore the inevitable contest 
had better be brought to a climax 
forthwith, seeing that the railway 






had availed of the discussional 
period before the strike was de- 
clared to take its precautions. 
The statements of the strikers, as 
to the dangerous inefficiency of 
their “scab” substitutes, were 
branded as false. Strikers were 
warned that opportunity to seek 
re-instatement would be brief. 
Notice that acts of violence would 
involve serious consequences was 
given and restoration to the rail- 
way of any of its property in the 
strikers’ possession was demanded. 

These terse, masterful an- 
nouncements had the effect of 
military orders, reassuring the 
public, awing the strikers and giv- 
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‘ TO THE PUBLIC AND PATRONS 


OF THE es 


SUBWAY AND 
MANHATTAN “L” ROADS 


The motormen now in charge of the trains on the “L" 
roads and the Subway system are not“ green men.” They 
are men experienced in railroad work, and in the absolute 
control of the double air-brake syste@ sed on the largest 
railroads in the United States, and have all had a carety! 
examination belore they ‘Were put to work. Sensational 
statemeats are being circulated to create fear in the minds 
of the public against the use at this time of the Interborough 
system. 

in the interest of the public and the business com- 
munity of this Metropolis, it is tape gs that these state- 
ments should be refuted in the public press. The-salety 
ol the public in the trains on the “L" roads and the Subway 
is being carefully looked after by the most skilled railroad 
men to be found in this country. 


INTERBOROUGH RAPIO TRANSIT COMPANY, 
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ing backbone and encouragement 
to the new employees. 

Thus the strike has been pro- 
ductive of considerable advertising 
revenue to the daily papers and 
this will continue, until the public 
has also been told that its last 
echoes have died away and that 
everything again runs smoothly. 
That our lives and limbs are again 
safeguarded and ample comfort 
provided for the public will, make 
cheering reading as we say “twixt 
strap and standee.” 

The Long Island Railway when 
constrained recently to raise its 
passenger fares—thus creating 
more than a flutter amongst its 
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commuters—instead of uttering 
Vanderbilt's famous anathema 
“the public be d——d” placated 
them by a series of advertised ex- 
planations,, showing that the step 
was necessary to obliterate a de- 
ficit which had been consuming its 
vitals. The public, so taken into 
the confidence of the big corpora- 
tion, bestowed marked attention 
upon these advertisements which 





The Attention of All Persons 
ls Called to the Following Provisions 
of the PENAL PENAL . CODE 


Becton $35. A persee.whe xe wily 
t. Shaptoces, loosens, uneven, ji injures or destroys any rail, sleeper, switch, 


. locomotive 
ternary wn, str operated by wea ey eer tin por, 





iy Ober the 'trpet 
ici ost oe eceeteaaneatenhnpeameitiatel 
trad corporation es @ warning signat for the protection of its employees, or 
4. Wilifally distherges « loaded firearm bed eer ligenss ee 
other missile at & tailway train or gt & Looamotive, car or vehicle, sténding or 
ing upos @ tailwey; Fed 


2 Pls hk 


5. Wilifully dleplaces, remves, cuts, infuées of destroys any wire, insulator, 
|, Igcomotive, of amy part thereol, attached, appertaining to 
railway operated by electricity, or wilfully interferes with 
or iatecrupts any motive power in rupsing such feed, of willfully places any ob- 
‘structipn apon the track of such railroad, of willfully discharges @ firearm, 
pel ren ‘8 st0M0 or any other missile at such, railway traie of loco. 
standing or moving upod such railway; or 


jyname, 
or commected bith 
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such authority, is punishable -s fellow>. First—It thereby the safety of any per- 
wn codate tape saan aa in out wee more then TWENTY YEARS, 
‘every fase by imprisonment for not mure theo FIVE YEARS. 
———— 


A reward of $100 will be pald for evidence result- 


ing tn the conviction of any person for @ violation 
of the preceding eoetion of of the PENAL CODE. 


Interborough yugh Rapid Transit Company 














were devised with the skill of an 
expert who, by doling out in read- 
ily assimilable quantities and in 
familiar conversational strain the 
explanations he had to make, so 
played upon human nature as to 
bring the patrons of the railway 
to submissive acquiescence. 

Not otherwise could the like 
have been accomplished as quickly, 
or thoroughly. Any presentment 
of the case as ordinary reading- 
matter would have been consider- 
ed “inspired” and, lacking visible 
proof of official responsibility, 
would have fallen flat and un- 
noticed. 


—__+o>—__—_ 
An ingenious novelty sent to cus- 
tomers by Kelley, Maus, & Co., the 


Chicago hardware house, is a book of 
blank orders in postal form, bearing m~ 
firm’s printed oddress on one side. By 
writing an order upon a duplicate blank, 
— a piece of carbon included yp 
the book, the necessity for sendin ng 3 

letter is done away with and a record of 
the order is retained by the customer. 
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STREET = ART NOT THE 
WORST. 

When Glasgow took over its street 
cars it cleared them of advertisements. 
Advertisements are commercial. The 
on ee therefore is that they must 
be ugly. 

An observation will at once occur to 
everybody who has ridden in a street 
car along, say, North Clark street. 

he advertisements may be ugly, but 
the street is more so. The line of 
pictures along the inside of the car is 
usually a most agreeable relief from 
the contemplation of the line of build- 
ings outside. 

here is a second observation, how- 


ever, which goes deeper. The art of 
advertising is becoming in the hands 
of many firms a real art. The commer- 


cial pictures in the street cars are, some 
of them, creditable pieces of work, It 
is probable that the best pictures ever 
seen by a great many citizens of Chi- 
cago are advertisements. The chromos, 
family portraits, etc., which cover the 
walls of thousands of Chicago houses 
are not to be compared with the pictures 
drawn for commercial houses by clever 
— and displayed in public places 
for advertising purposes. he best ad- 
vertisements are far above the average 
picture possessed by the average citizen. 
—Chicago Tribune, 
> >—___—_ 

A NEAT folder from the American 
Sheet & Tin Plate Co., Pittsburg, con- 
tains a neater calendar, to be detached 
and hung up. Each leaf has technical 
information about sheet and tin plates. 


FACTS versus 
CLAIMS. 


On January 20, 1905, following 
a detailed report of its own circu- 
lation, the Chicago Daily News 
said: “The Daily News regrets 
its inability to quote the circula- 
tion of the other Chicago newspa- 
pers, and this because with the 
single exception of the RECORD- 
HERALD, no other Chicago news- 
paper makes a complete, detailed 
publication of the actual sales of 
all its editions.” 











The CHICAGO RECORD- 
HERALD Circulation for 
Jan, and Feb., 1905: 

Daily Average, 148,831 
Sunday Average, 202,098 
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16 
ADVERTISING OF STATES. 


Every desirable family, coming 
from elsewhere to establish a 
home within any State, is a valu- 
able accession to its population 
and a distinct benefit to its exist- 
ing interests. 

Every State in the Union con- 
tains countless opportunities for 
the stranger—agricultural, com- 
mercial, industrial and social, but 
there are distinctions, climatic and 
otherwise, hence the attractions 
are not equal, in the sight of all. 

The States having the best to 
‘offer, have but one means of 
drawing public attention thereto, 
namely by advertising, and _ this, 
during the last quarter-century, 
has been engaged in, after an in- 
termittent, half- hearted fashion by 
various of them, without achieving 
what might be regarded as any 
great measure of success. 

Had a broad. comprehensive, 
well-considered plan been adopted, 
there could have been no lack of 
it. 

An object lesson from across 
our northern boundary line gave 
ample proof of this. 

When the Hon. Clifford Sifton, 
of Canada, assumed the portfolio 
of the ministry of the Interior, he 
was no stranger to the exigencies 
of the situation, for he himself 
hailed from the great Northwest, 
and therefore possessed the inborn 
conviction that what those vast 
expanses of fertile land should and 
must have, was the gathering to- 
gether of a mighty host of indus- 
trious human beings, such as 
would in time populate and enjoy 
the fruits of their labor upon those 
illimitable prairies. 

Mr. Sifton well knew that time 
was of the vital essence of the 
operation before him. To have 
settlers come in by mere handfuls, 
would make practically no impres- 
sien. Towns, villages and hamlets 
would not so be established for 
generations. Without markets the 
tillage of the land would be but 
labor in vain. Without communi- 
ty life the few widely dispersed in- 
comers could enjoy neither com- 
panionship, educational facilities, 
spiritual ministrations, medical 
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care, nor indeed even the most 
elementary necessities. 

Therefore he laid his plans for 
a comprehensive, a_ transacting, 
campaign, and having the money- 
chest of the Dominion on his side, 
he could, of course, pursue his 
well-devised plans without let or 
hindrance. Hence it was_ that 
every conceivable form of pub- 
licity, likely to reach the foreign 
immigrant, or the stalwart Ameri- 
can only across the line, was re- 
sorted to. The expense was great 
(some $200,000), yet but a baga- 
telle compared to what it accom- 
plished. 

Immigration into the Dominion 
had heretofore been averaging 
under 15,000 souls per annum. This 
has gone up by leaps and bounds, 
year after year, so that last year 
the number of incomers was no 
less than 128,364. Will it be be- 
lieved that nearly forty per cent 
of them were not from over the 
sea, but from our own land of 
promise? It is too true? So ad- 
mirable were Mr. Sifton’s adver- 
tising methods that last year 
nearly 50,000 units of our finest 
citizenhood crossed into Canada, 
content to exchange the Stars and 
Stripes for. the Union Jack, in 
order to share in Canada soil. 

They found very little superfi- 
cial difference, Canadian farmers 
being closely akin to our own in 
their modes of life, and, indeed, 
being large customers of imple- 
ment concerns and the life in our 
Northwestern business centers. 

Had a Sifton being operating, 
instead, from our side of the line, 
the drift might have taken the 
opposite direction and we might 
have gained an army of recruits— 
those with the bone, brawn and 
sinew that we can never have too 
much of—instead of losing a great 
host of our finest specimens of 
manhood. 

Let it not be supposed that only 
50,000 crossed the border, that 
being but a_ year’s “output,” 
whereas the exodus had been in- 
creasing, year by year, during sev- 
eral years, virtually commencing 
with 1896, when but 108 Canadian 
immigrants were enrolled as from 
“the States.” 

It is astonishing how municipal 
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bodies will strive to induce indus- 
tries to come to their bailiwicks, 
at the cost of cash bonuses—ac- 
cording to the hands they allege 
they will employ—of tax com- 
munities, of donated factory sites, 
water fronts, vacated streets, and 
last, but not least, of “invest- 
ments” in the “securities” of the 
industries in question—and not 
one in ten of such cases, does the 
community derive the smallest 
permanent benefit. 

Yet there is never an invitation 
held out to the honest farmer, 
who, coming of his own volition 
from a distance, lays down the 
price, or part of it, of forty or fifty 
acres—perhaps much more—adds 
to his stock of implements and to 
the household stores, brings in his 
family, his household and farming 
effects, his horses and stock and 
settles down to a life of useful 
productiveness. It is to such as he 
that advertised urgings to come 
should be addressed, not to the 
city grafters with their “factory” 
propositions—which have left a 
gaping hiatus in every city, town 
and village treasury and in private 
pockets, too, throughout the land 
—and monuments of credulity in 
the shape of long-vacant, ram- 
shackle “factories,” through whose 
shattered apertures only the bats 
pass and re-pass. 

Let every State, then, extend to 
those who would till its soil a 
resonant invitation, emulating the 
Canadian Minister's thoroughness 
of methods and throwing parsi- 
mony to the winds. 

Here, the expense involved in 
conducting the most thorough and 
efficient advertising propaganda 
may be kept within comparatively 
narrow limits, because here, we 
have mediums that are, so to say, 
the farmers’ very own, the great 
mail-order papers, having vast cir- 
culation, and the good will of their 
millions of readers. These medi- 
ums reach all those likely to be 
land buyers. 

—__+oo—__—_—_—_ 


A BOOKLET on spectacles, with a chart 
for testing one’s own eyes superficially, 
is used locally by C, F. Erickson, Ad- 
rian, Mich. In matter, it is excellent 
and practical, but the cover is not a 
distinct color combination, and a skilled 
adwriter would probably get more ef- 
fectiveness by rearranging the text. 








Known 
Results. 


N eighth-page space in 
one issue of Everybody's 
Magazine brought an archi- 
tectural engineer 83 replies 
with remittances of $1.00 to 
$2.00 each, and in addition 
two contracts of $8,000 and 
$14,000. 

Everybody's Magazine has 
the lowest advertising rate of 
any magazine. If you will 
figure out how much you 
are paying for your maga- 
zine advertising you will find 
that the average rate is over 
$1.14 per page per thousand, 
whereas with Lverybody's 
Magazine the rate is only 80 
cents per page per thousand 
circulation, 

If you advertise for direct 
returns, Lverybody'’s Maga- 
zine will give you the largest 
general publicity or biggest 
direct returns. 

Ask us by telephone or 
letter to have one of our 
representatives to call upon 
you @o tell you what we can do 
for you. 














Verybodys 
gazine 
The Ridgway-Thayer Company, 


31 East 17th Street, New York. 
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HONESTY THE BEST AD- 
VERTISING POLICY. 

By William D. McJunkin, Adver- 
tising Manager of Mandel 
Brothers, Chicago. 

By “best policy” I mean the 
most profitable policy. As a ques- 
tion of morality, there would, of 
course, be no need to ask whether 
honest advertising is the best. But 
on the low level of material profit, 
is it advisable to be strictly, 
scrupulously honest in one’s ad- 

vertising? 

Let us leave out of considera- 
tion the advertising which is pi- 
ratical in character—the scheming 
which is solely for the purpose of 
transferring money from _ the 
pockets of the gullible to the 
pockets of the guileful, without 
any “back action” to speak of. 

I am thinking of merchants, not 
pirates. Do the merchants all 
fully understand that honesty is 
the best advertising policy? Not 
by several degrees of the com- 
pass. Not if they know what hon- 
esty means. 


Every now and then an optimist ! 


awakes from his pleasing dreams 
to tell us that all mercantile 
houses have become honest and 
truthful, say what they mean and 
mean what they say. The ex- 
perienced advertising man smiles; 
he knows better. 

Oh, yes, there is a tendency. 
Merchants are becoming more 
truthful—the intelligent ones, at 
any rate; but the majority are still 
in Cimmerian darkness on_ this 
question: does it pay to tell the 
public the truth, the whole truth 
and nothing but the truth? 

We will not ask with “jesting 
Pilate,” what is the truth? Every ‘ 
advertiser knows perfectly when 
he makes a statement that is “not 
so” but every advertiser does not 
understand what it is to be honest. 
Still less does every advertiser 
understand that it pays to be 
honest. 

Let me describe two kinds of 
advertising that are not honest. 

First, it is not honest to exag- 
gerate; to say that “this is the 
greatest bargain we have ever 
offered” when you know that you 
offered a much better one yester- 
day, to say that “We place on sale 


10,000 yards of lustrous taffeta” 
when you know that there are just 
2,000 going to the bargain counter. 

Second, it is not honest to 
romance in advertising. When 
you wish to sell a lot of goods at 
a low price to get them off your 
hands, don’t say that you bought 
them at a specially low price from 
a manufacturer going out of busi- 
ness, or that a manufacturer made 
them for you dirt cheap during his 
dull season. 

It is not honest, 

Oh, but these are simply “tricks 
of the trade.” Exactly; and it is 
just these tricks of the trade that 
it does not pay to employ. 

Intelligent merchants  under- 
stand that. They know that dis- 
honesty, exaggeration, evasive- 
ness, shuffling, anything that is 
not the sober truth “will out” like 
murder, sooner or later. 

And they know that a reputa- 
tion for stating the exact truth is 
the most valuable asset of their 
business. 

Some merchants keep repeating 
like parrots: “A satisfied customer 
is our best advertisement,” and 
never for a moment consider what 
the sentence means. Do you think 
you can get satisfied customers 
from people who have learned that 
your advertising word is not as 
good as your bond? 

Of course you can humbug the 
people, and there are always new 
people to draw trade from. But 
what about the customers that 
drop off and are actively circulat- 
ing the news about your unreli- 
ability? 

And, meanwhile, your competi- 
tor who tells the truth, is steadily 

‘sawing wood” and building up 
from your indignant customers the 
solidest kind of business. 

The easiest part of the game is 
to get customers; the hardest to 
retain them. And there is noth- 
ing under the sun that will make 
your customers stick to you, save 
the naked truth. 

Don’t advertise what you can’t 
live up to. Advertise facts. 
Rather take a loss than disappoint 
a customer. These are the 
maxims that guide the wide- 
awake advertiser. 

Here is an illustration of that 


































last maxim. A store where I was 
once advertising manager, an- 
nounced a bargain sale of ham at 
gc. a pound. By some mischance 
the 9 was reversed in the composi- 
tor’s case and the advertisement 
read “6c. a pound.” The demand 
for that ham was a thing to won- 
der at. It seemed as if every 
woman in town needed ham—at 
6c. a pound. Well, the store sold 
ham at 6c. a pound till there 
wasn’t a ham left. Of course, we 
could have explained to the cus- 
tomers that it was a printer’s 
blunder. But the store preferred 
to follow the scriptural injunc- 
tion: “Avoid the appearances of 
evil.” Some customers would 
have believed the explanation, 
some would not. We preferred to 
satisfy all. Who paid for the 
blunder, is immaterial to the 
moral. The point is that this 
store, believing thoroughly in the 
necessity of living up to its adver- 
tising, stuck to its policy when it 
spelled “loss.” 

If the real nature of advertis- 
ing were better understood, fewer 
merchants would permit exagger- 
ations, evasions, romancing, 
“white lies’ in their announce- 
ments. Advertising is not a mere 
business-getter, it is a business- 
builder. Not the immediate effect 
only, but its future influence also 
must be considered. 

Then, too, the customer is much 
more to you than a mere buyer of 
your merchandise. His good-will 
or ill-will is an incalcuable factor 
in your profit or loss. A disap- 
pointed woman with a large circle 
of friends may divert considerable 
trade from your store. 

Think of this too, that the great 
mass of the public is becoming 
critical in advertising. That with 
increase of knowledge there is 
growing good taste—a taste which 
rejects the hyperbolical, “frenzied” 
type of advertising, and suspects 
dishonesty underneath. 

No argument you can use in 
your advertising is one-half so 
convincing as the belief of the 
public that you habitually tell the 
truth. 

A FINE booklet “showing every deta‘l 
of a time-keeping system is issued for 


the Hawley Time Register, made y 
the Crouse-Hinds Co., Syracuse, N. Y. 
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GOOD TASTE THE RULE NOW. 

Have you noticed the difference in 
books and book-binding in the past ten 
years? Compare the catalogues of to- 
day with those of five years ago. Look 
at the office stationery of to-day and 
then at what was used three years ago. 
Are not the painted bulletins and bill- 
boards more artistic to-day and more 
pleasing to the eye than those of a 
few years ago? The show windows of 
the leading retail stores, their signs and 
interior decorations—do they not appeal 
more to your aesthetic tastes to-day 
than ever before? 

This is the era of good taste in com- 
mercialism. It has just begun. Adver- 
tisers, in general, are realizing that the 
common people, the great middle class, 
the spenders, have good taste. In order 
to attract their attention and to hold 
it the matter must be in keeping with 
the object advertised.—T7The Methodist. 

——_ ++ —_- 

A MAILING card bearing good printin 
talk, from James p> Aang pak ron 
Ulverston, England, is direct and win- 
ning in its text. 

_ 





The Newspaper of lowa Is 


Che 


Des Moines 
Capital 


If you wish to verify the fact that the 
CapiTAt is the leading newspaper in Des 
Moines, kindly make inquiry of the lead- 
merchants in any line of business. 





The CAPITAL guarantees 2,000 more 
subscribers in the city of Des Moines than 
its nearest competitor, 





The Caprtar publishes more depart- 
ment store advertising than all other Des 
Moines newspapers combined. 





LAFAYETTE YOUNG, Publisher. 





EASTERN OFFICES: 


New York, - ~- 166 World Bldg. 
Chicago, - + 87 Washington St. 

















Lincoln Freie Presse 
Lincoln, Neb, 
Actua Average 
Circuation 152,062 
Our biggest circulation is in the States of 
Iowa, Wisconsin, Minnesota, Nebraska, 


Illinois, etc., in the order named. All sub- 
scriptions paid in advance. Flat rate, 35¢. 
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ADVERTISING A_ REPAIR 
SHOP. 


The business of the household 
repair specialist, more than any 
other perhaps, is handicapped by 
seasons. In spring and fall every 
householder wants him to paint, 
re-paper, re-decorate, solder, re- 
pair stoves, ranges and electric 
wiring, clean up the back yard and 
put the house ship-shape generally. 
In the fall there are screens to 
take down, storm doors to put up, 
furnaces to attend to, etc. But 
between times the repair man may 
go hang. 

Hossack Bros., 62 Schermer- 
horn street, Brooklyn, conduct a 
good-sized business of this sort, 
but have succeeded in abolishing 
the dull seasons in their line by 
advertising. Their publicity has 
been neither extensive nor costly, 
yet it has brought them so prom- 
inently before the householders in 
a certain district in Brooklyn that 
their shop is busy all the year 
round. 

“It pays us to confine our oper- 
ations to this immediate neighbor- 
hood,” said Robert Hossack, Jr., 
as jobs done at a distance take too 
much time traveling back and 
forth, and make the cost more 
than patrons wish to pay for small 
repairs. On this account the 
Brooklyn daily papers, excellent 
though they are, scatter too widely 
for our purpose. We have secur- 
ed the best results with folders, 
sent out in spring and fall, to a 
list made up from the Brooklyn 
Blue Book. Besides bringing our 
business to the attention of prop- 
erty owners direct, we are able to 
suggest many lines of work that 
might not occur to the reader, and 
to put in his hands a piece of 
printed matter for filing. People 
don’t look in the newspapers for 
the name of a firm in our line of 
business, any more than they look 
in them for the name of a cobbler. 
Our literature goes under two-cent 
postage to carry it by the servants. 
So far we have sent out only three 
or four folders and a booklet, but 
results have been so good that now 
we are busy right through the 
winter, which was not the case 
before we began to tell people a 
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little about ourselves. The merit 
of our advertising matter is its 
suggestiveness, I think—coming 
along in the spring, it tells people 
what ought to be done to keep up 
a house, and sets them at having 
it done.” 

The complete text of one of 
these booklets shows the style of 
this advertising: 

SEASONABLE THOUGHTS. 

With the carly harbingers of spring 
come thoughts of necessary repairs, 
renovations or alterations to the house- 
hold, and in anticipation of these con- 
ditions, our booklet is intended to bring 
to mind some points that may need at- 
tention. 

We remove winter storm stoops, 
sashes, covers, doors, etc., having room 
to carefuily store them away for future 
use, where they will be free from damp- 
ness, dirt, coal and ash dust, as when 
exposed in cel-ars., 

Repairs that have been allowed to 
stand over the winter should receive at- 
tcntion; especially does this apply to 
unused doors, windows, etc., that you 
will want opened. 

After the frost is out of the ground, 
the fences, c'othes-posts, yard curbs 
and flagging should be repaired, before 
preparations are made for the summer 
garden. 

Your blinds, screen doors and window 
screens should be looked over; repaired, 
painted and varnished, if necessary, 
allowing them to harden, ready for 
use later in the season. 

Now is the time to consider any 
alterations, especially if extensive, as 
it is advisable to have plans formulated 
and the work under way early in the 
season, thus avoiding finishing late in 
the fall, which usually happens when 
commenced late, and presents a dis- 
ordered house for the return of its 
occupants. We have facilities for all 
work pertaining to the house, from the 
start to completion. Many of our pat- 
rons place their orders entirely with 
us, establishing a “‘one-headed” respon- 
sibi'ity, which save them from many 
annoyances, and works out a more har- 
monious and satisfactory job. 

We lay parquette flooring of all pat- 
terns, design and build special pieces of 
furniture, bookcases, cabinets, alter ves- 
tibules, remodel extensions, butlers’ 
pantries dumb-waiters, etc., etc. 

Our Painting and Decorating Depart- 
ment, established less than a year ago, 
has proved a very wise addition to our 
resources, far surpassing our anticipa- 
tions. We have on exhibition samples 
of the new wall papcrs, which are ex- 
ceptionally fine this season; should you 
contemplate any changes along this line, 
we would appreciate an opportunity to 
submit our estimates for painting, pa- 
pering, decorating, refinishing front 
doors, scraping and refinishing hard- 
wood floors, and all items pertaining to 
this branch of our business, 


HOSSACK BROS., 
General Contractors, 


62 Schermerhorn Street, Brooklyn. 
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A Roll of Honor ) 


(SECOND YEAR.) 


No amount of money can buy a place in this list for a paper not having the 
requisite qualification. 








Advertisements under this caption are accepted from publishers who, accord- 
ing to the 194 issue of the American Newspaper Directory, nave submitted for 
that edition of the Directory a detailed circulation statement. duly signed and dated; 
also from publishers who for some reason failed to obtain a figure rating in the 1904 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being availabie for use in the 1905 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL OF Honor of the last named character are marked with an (>) 

These are generally regarded the publishers who believe that an advertiser has a right 
to know wnat he pays his hard cash for. 





gz Announcements under this classification, if entitled as above. cost 20 cents per 
line under a YEARLY contract. $20.80 for a full year, 10 per cent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase of circulation 
can be made, provided the publisher sends a statement in detail, properly signed and 
dated, covering the additional period. in accordance with the rules of the American News 


paper Directory. 
ALABAMA. 


Athena, Limestone Democrat, weekly. R. H. 
Walker, pub. Actual average for 194, 1,011. 

Birmingham. Ledger. dy. Average for 1904, 
20,176. E£. Katz., 8.A., N.Y. 


ARIZONA. 
Phoenix. i. Daily average i 1904. 
6,889. Ch..s. T. Logan Special Agency, N. Y. 


ARKANSAS. 

Fort Smith, Times, daily. In 1903 no issue 
less than 2.750. Actual average for October, 
November and December, 1904, 8,646, 

Little Rock, Ar kansas Methodist. Anderson 
& Millar, pubs. Actual average 1903, 10,000, 


Little Rock, Ray Advance, wy. John 
Jeter Hurt, editor. Av, 1904, 5.118, 


CALIFO RNIA. 
Freano, Morning Republican, daily. Arer. 1904, 
6,415. LaCoste & Maxwell, N. Y. & Chicago. 
Mountain View, Signsof the Times. Actual 
weekly average for 1904, 27,108. 


San Franelseo, Call, d’y and 8’y. J.D. Spreck- 
els. Actual daily average for year ending Dec., 
1904, 62,282; Sunday, 87.947. 





San Jose. Town and Country Journal, mo 
W. G. Bohannan Co.. Average 1904, 9,125. 
First three months 1905, 15.000, 

COLORADO. 

Denver, Clay’s Review ; weekly ; Perry A. Clay. 
Actual average for 1904, 10,926 (). 

Denver, Post, daily. Post Friatiag and Pub- 

lishing Co. Average for 1904, 44.577. Average 
for January, 1905,46,528. Gain, 1, 951, 
&®@™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


UA 
Can 
TEED 


New Maven, Paliadium, daily. Arerage for 
1904, 7.85. E. Katz, Special Agent, N. Y. 


New Haven, Union. Av. 1904, 16,076. E. 


Katz, Special Agent. N. ¥. 
New London, Day, ev’g Arer. 1904. 5,855, 

acereme J n over vs, 242. E. Katz, Spec. Ad 
e5 e 


Norwalk, Evening Hour. Daily average year 
ending Dec., 1904, 8.217 (2). 





Norwich, Bulletin, morning. Average for 1903, 
| 4, 988; for 1904, 5.850. 





Seymour, Record, weekly. W. C. Sharpe, Pub. 
Actual average 1903, 1.16 


Waterbury. eeabinas dy. Aver. for 1904, 
5,770. La Coste & Maxwell Spec. Agents, N. Y. 


DELAWARE. 
Wilmington, Every Evening. Average guar- 
anteed circulation for 1904, 11,460, 





Wilmington, Morning News. Only morning 
paper in State. Aver. cir. 10,074 for 3 months, 


DISTRICT OF COLUMBIA. 
Washington, Ev. Star, daily. Ev. Star News- 
paper Co, Average for 1904, 85,502 (© ©). 


est Tribune, weekly. Average for 1904, 
on Smith & Thompson, Rep., N. Y. & Chivago. 


FLORIDA. 
Jackaonville, Metropolis, d’y Av. 1904, 8,760. 
E. Katz, Sp. Ag., N. Y. 
GEORGIA. 
Ataris. Jou dy. Av. 1904, 48,688, Feb., 
1905,44,811. Semi- weekly 45.86 az. 
piemenige tli Actual daily average. 1904, 
24.2380. S.C. Beckwith. Sp Ag., N. Y. & Chi. 
Augusta, Chronicle. Only mornin F ead 
1904 average. daily &.661; Sunday 7,4 
IDAHO. 
Boise, Evening Capital News. Daily average 


1904, 8.296; average February, 4,580. 
Actual circulation March /, 1905, 4,815. 


ILLINOIS. 








CONNECTICUT. 
Hartford, Times, daily. Arerage a 1904, | 
17,647. Perry Lukens, Jr.. N. Y. Rep 
Meriden, Morning Record and mentee. 
“— average for 190k, 7.559. 
w Haven, mae Resisier, oP. Actual 
av, fo 18,618; Sunday, 11,1 


Haven. Goldsmith and Silversmith, ‘le 
mm Actual average for 1903, 7,81 





Cairo, Bulletin. Daiiy and Sunday average 
| 1904, 1,945, 

Catro, Citizen. Daily Average 1904, 1,196, 
weekly, 1,127. 

Champaign, Daily News. In January, 1906, 
no duy’s issue of less than 2,800. 

Otpoomne Bakers’ Helper, monthly ($2.00), H. 

. Ulissold. Average for 1904,4,100 (@©). 
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Chieago, seenen Clinic, monthiy. S 
DeWitt Clough, adv. Guaranteed circula- 


tion 85.000 copies, a R, over eno fourm of 
the medical profession of America 


gy oy A Gazette, stock farm,week- 
wy. S and Co. Actual average for £903 
G.880;, 1904, 1, Ot, t87. 


Chicago. Farmers’ Voice Actual weekly aver- 
ageyear ending December.1904, 25.052 (3). 


Ohiengo. Grain Dealers Journal. s.mo. Grain 
DealersCompany. Av. for 1904, 4.926 (OO). 

Chicago. Gregg Writer. monthly. Shorthand 
and Typewriting. Actual arerage 1904, 18,750, 


Chicago. Journal Amer. Med. A av. 
1904, 82,428. Oct., Nov., Dec., 1904, aye 8 


Chieage. National Harness Review, mo. Av. 
for 1902, 5,291. First 8 mos. 1903, 6,250. 


Ohiecago, Record-Herald. Average 1904, daily 
145.761, Sunday 199.400. verage Jan aud 
Feb., 1905, daily 1 8.821, oudes 202,098. 

Ohiecago, Retailers’ a monthly. De 
voted to the grocery interest. *Guaranteed cir- 
culation 11.000. La Salle 8t., Chicago. 


Kewanee, Star-Courier. Av. for 1904. daily 
8,290, wy. 1,278. Daily ‘st 5 mos, '04,8,296. 

La Salle, eran, Polish, weekly. 
Average 1903, 1.80 


Peoria, Star, evenings ana Sunday mornin 
Actual average for 1904, d‘y 21,628, S’y 9,957. 


INDIANA. 
By Conrten, eer and 8. Couries o., 
ub. Act, av. ’03,12,61 nworn ar.’0s, 12,- 
684. Smith@Thompeon, Sp oo RepaN.Y. t ‘Chicago. 


Evaneville. Journal-News. Av. ~ se 18,- 
852, for'0s, 14,030. E. Katz, 8. A., N. 


Goshen. ery Club, monthly. A’ e for 
1903, 26.87%. A persistent celine, as bones 
wives keep every issue for daily reference. 





a Etianseets, News, dy. Aver. net sales in 1904, 


~ ane Star. Arer.net sales 1904 (all 
returns and unsold copies deducted), $8,274 (2). 


Marion. Leader, daily. W.B. Westlake, pub. 
Actual average for year 1904, 5.685. 

Munele. Star. Average net sales 1904 (all 
returns and unsold copies deducted) 28,781. 


Notre Dame. The Ave Maria, Catholic weekly. 
Actual net average for 194, 28,815 


Dtenent, Sun-Telegram. Sworn av. 1904, dy. 


8,76 
South Rend. Tribune. Sworn da werage 


1904, 6,589. Sworn nu _arerage for Feb., me ya 888. 


Terre Maute. Star. Av. net sales 1904 (all 
returusand unsold copies deducted), 21.288 (2). 


INDIAN TERRITORY. 
Ardmore. Ardmoreite, daily and weekly. 
Average for 1904, dy., 2,063; wy., 8.291. 


IOWA. 


Davenport. Democrat and Leader. Larges 
guar. city circu'n. Sworn aver. Feb., 1905, 6, oth 


Davenport. Times. Daily aver. 1904, 9.895, 
Daily aver. Feb., 1905,10.077. Cir. guar. titer 
than Mull other Davenport dailies combin 


Decorah, Decorah-Posten (Norwegian). Sworn 
av. cir’n, 1904,40,874. Jan, 14, 1905, 41,228. 


Dea Moines. Capital, daily. Lafayette Young 

ublisher. Actual average sold 1904, 86,888. 
esent circulation orer 89.000. 

City circulation the largest of any Des Moines 

newspaper absolutely guarante ed. paw —- 


carrying adrertising of t 
men stores. Carries largest amount of local 
advertising. 


Dern Moines, News. daily. Actual omnes for 
1904,42.620. B.D. Butler, N. Y. and 


Dea Moines. Wallace s Farmer, wy. Est. 1879. 
Actual average for 1904, $6,811. 





printed 1904, 5,895. 
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Mureatine. Journal. Daily av. 1904, 5.240, 
emi-weekly 8,089, daiiy, December. 5,907. 

Ottumwa. Courier. Dail arerage for Dec- 
ember, 1904, 5,192. Tri-weekly average for Dec- 
ember, 1904, 7.975. 


aires Clty. Journal. Dy. ar. am 1904 (sworn) 
1.784 — ‘or Dec., 1904, 28,808. 
ph ore readers in its jield than of all 
other da ty papers combined. 
Sioux City. Tribune, Ev Evening. Net 
daily, average 1904, 20,678: Jan., 1905, 28.125. 


KANSAS. 
MUutehineon. poms. Daily 1904,2,964. E.Katz, 
a New Yori 
Tons eka, Western School Journal. educational 
monthly. Average for 1904, 7,808. 


KENTUCKY. 
Lexington, Leader. Aver. for 1904. afternoon 
4.041, Sunday 5.597. E. Katz, Special Agent. 


Louisville. Evening Post, dy. Perry’ Post 
Co., pubs. «Actual average for 1903,26,964. 

Paducah, News-Democrat. Daily os av. 1903, 
2.904. Yearending Dec. 31, 1904, 8.00 


Pay The Sun. Average for diate 


1904, 2,9 
LOUISIANA. 
New Orleans. The Southern Buck, official 
organof Elkdom in La. and Miss. Av.’04,4.815,. 


; MAINE. 
Augusta. Comfort, mo. H. Gannett, pub. 
yo average Sor 1904, y “e00,645 
ngor. Commercial. Average for 1904, daily 
8, ity weekly 28,887. 


Dover, Piscataquis Observer. 
average 1904, 1,918. 


Lewiston. Evening Journal, daily. 
1904, 7,524 (©O), weekly 17,450 (© ©). 


Phillipa. Maine Woods and Woodsman,weekly. 
J. W. Brackett Co. Arerage for 1904, 8,180. 


Portland. Evening xpress. Arerage for 1904, 
daily 12.166, Sunday Telegram, 8,476. 


MARYLAND. 


Baltimore, News. daily. Evening News Pub- 
lishing Co, Average 1904, 58,784. For February, 
1905, 68,280, 


MASSACHUSETTS. 


Boaton, Evening Transcript(Q@)(412). Boston’s 
tea table paper. Largest amount of week day adv. 


Boston, Globe. Average for 1904, daily, 198,- 
705, Sunday, 298.368. “Largest Circulation 
Daily of any 100 cent paper in the United States. 
100,000 more circulation than any other Sunday 
paper in New England.” Advertisements go in 
morning and —— editions for one price. 


Boston, Post Average for ‘or 193, daily. 17%.« 
808; 1904, 211° 221. yston Sunday Et 
qrevage for S08, 160,421: for 1904,177.66 4. 





Actual weekly 


Aver. for 


La y circulation for 1904 in all New 
Eng nd. whether morning or evening, or morn- 
and evening editions combine: Second 


ing 
latgeet Sunday circulation in New Englana, 
Daily rate, 20 cents per agate line, nie. "The best 


paper) Sunday rate. 18 yy 
rtisi New 
n. Traveler. 


‘ising prop 
Boato 
1902, 78.852. In 1903, 76.666. 
age daily circulation, 81,085 
eps.: Smith & Thompson. N. 





Est. 1824. Actna! daily av. 
For 1904, aver- 
ies. Ss 

. and Chicago. 


East Northfield, Record of Christian Work, 
mo. $1. Aver. for year end’g Dec. 31, 1903,20.250 
Dse. 34, 1904, 20.660. Orer 90 per ‘cent id sub- 
scriptions. Puge rate. ite, $22.40 | flat, pro rata. 


Gloueester, Cape Ann n News. Actual daily 
sore" Sor 1904, 6,284; ber, 1904, 


North Adama, Transcript. even. Daily aver. 
Last 3 mos., 1904, 6,166. 





































Springfield, Good Slonsshocning, mo. Aver- 
age 19%4,1¢2.01%. No issue in 1905 less than 
200,000 copies. All advertisements guaranteed. 


Woreeater. Evening Post, daily. Worcester 
Post Co. Average for 1904, 12,617. 


Wereenter, L/Opinion Pd rag esd daily (OO). 
Average 1904, 4,782. mch paper in 
United States on Roll of Fn. By 


MICHIGAN. 
Adrian. Telegram, dy. D. W.Grandon., Av. for 
1904, 4,164. Aver. for for January, 1905,4,847. 


Flint, Michigan Daily Jour Journal. Aver. year end 
Dec, 3/, ’04,6.512 (%). Av. for Dec 2, 832 Ck. 


Grand Rapids, Evening Press dy. Average 
1904, 44,807. 


Grand Rapids, Herald. Average daily issue 
last six months of 1904, 28.661. Only morning 
and only Sunday paper in its field, Grand Rapids 
(pop. 100,000) and Western Michigau ( pop. 750,000), 


Jackson. Press and Patriot. Actual daily 
average for 1904,6,605. Av. Feb., 1905, 7,226. 


Kalamazoo, Evening Telegraph. Last six 
mos, 1904, dy. 9,812, Dec. 2, Dec. 10,086, 8.-w. 9,511. 


Kalamazoo, Gazette, daily, 1904, 10,811. 
Dec.11,087. Largest circulation by 4,500. 


Saginaw. Courier-Herald, mig f Sunday 
Average 1903, 8,288; February, 1905, 11,040. 

Sa, aqines Evening i News daily. Average for 
9904,14,816. Feb., 195,158,118. 


MINNESOTA. 


Minneapolia, Svenska ameribeoskn Posten. 
Swan J. Turnblad, pub. 1904,52,06 


&t. Paul, Dispatch, dy. Aver. 1904, 58.086. 
Janua 1905, 9,501. ST. PAUL'S LEAD 
ING NRWSPAPER. Wy aver. 1904, 78,951. 


Minnexpolis Tribune. W. J. Murpby, pub. 
Est. 1867. Oldest pinncepelie daily. 1904, 
d«ily Cy 87,92 last quarter v 
194 was 92,222: 0 71,221. 
average for January, 1905, was 92,99 


CIRCULAT’N The Evening Tribune is guar- 
anteed to have a larger_circula- 
tion than any other Minneu 
olis n uper’s evening e 
tion. he carrier-delivery of 
th? daily Tribune in Minneap- 
olis is many thousands greater 
than that of any other news- 
paper. city circulation 

by Am. News. alone exceeds 40,000 daily. The 

paper Direc- Tribune is the reeognized 
tory. Wa 4 Ad paper of Minne- 
apolis. 


wrimneapolis. Karmers’ Tribune, twice a-week. 
W.J. Murphy, pub. Aver. for 1904, 56,814. 


Minneapolis, Farm, Stock and Home, semi- 
monthly. ee 1903, 78,854. Actual 
average 1904, as 





The ‘absolute accuracy of Farm, 

Stock & Home’s i a: rating 
is tg — the American 
New: of retary ipo tion is 
me ical ye ‘0 ‘armers 
tea, the Dakotas. Western 





isconsin and Northern Iowa. Use 
it to reach section most profitably. , 


Minneapolta, Journal, daily. Journal Print- 

ing Co. Aver. for 1903, 57,0893 1904, 5.858: 
January, 1905,67.598. Feb., 1905, 67,868. 

The absolute accuracy of the 

Journal’s circulation ratings is 

guaranteed by the American News- 

It reaches a 








&t. Paul. Globe, — Globe Co., publishers 
Actual average for 1904, $1,688. 


&t. Paul. News, daily. Actual average for 
1904.86,204. B.D. Butler,N. Y. and Chicago 
&t. Paul. Pioneer-Press. Daily mae Sor 
1904 85,090, Sunday 80,484. 
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St. Paul. The Farmer, s.-mo. Rate per 
line, with discounts. Circulation for y ear om g 
June, 1904, 81,500. Present average, song 


St. Paul, Volkszeitung. Actual arerage 4 
dy. 12,685, wy. 23.687, ‘Sountagsblatt 25,640 


Winon., Republican and Herald, daily. Aver- 
age year ending December, 1904, 4,216. 


MISSOURI. 
Clinton, Republican. W’y av. last 6 mos. 1904, 
8,840. D’y. est. Apr.,’04; av. last 6 mos.’04, 800, 


Joplin, Globe, daily. Average 1904, 12.046, 
E. Katz, Special Agent, N.Y. N.Y. 


Kaneas City, Journal, d'y tee w’y. Average 
Sor 1904, daily 64,114, weekly 199,890. 


Kansas City, World, daily. Actual average 
Sor 1904, 61,478. B. D. Butler, N, Y. & Chicago. 


Springfield, Sunny South, monthly. Actual 
average for 1903, 2,888. 





St. Joseph, News and Press. Act. daily aver. 
for 1904, 85,057. Smith & Thompson, Eust. Rep, 


nate Louis, Medical Brief,mo. J. J. Lawrence 
M.,M.D.,ed.and pub. Av. for 194, 41,408, 


St. Louis, National Druggist, mo. Henry R. 
Strong, Editor and Publisher. Average for 1904, 
8,080 (© ©). astern office, 59 Maiden Lane. 

St. Louis, National Farmer and Stock Grower, 
monthly, Average for 1902, 68.5838: av or 
1903, 106,625; average for 1904, 104,750 

St. Louis. The Woman's M ‘ine. atin. 
Women and home. Lewis Pub. Proven aver- 
age for 1903, 1,845,511. Ac funk proven aver- 
age for past 12 months 1,611,988. Every issue 
guaranteed to exceed 1 500, ¢ b0O copies—full 
count. Largest circulation of any publication 

the world. 


in 
NEBRASKA. 
Linecoin, Deutsch-Amerikan Farmer, ,womte: 
Average year ending June, 1% June, 1904, 149,808 
Lineoln, Freie Press, ress, weekly. pooner tana 
for year ending June, 1904, 152,088, 


Omaha, Den Danske Pioneer, wy. Sophus F. 
Neble Pub. Co. Average for 1904, 81,628. 


Omaha, News. daily. Actual average for 1904, 
41,759. B.D. Butler, New York and Chicago. 


NEW HAMPSMIRE. 
Nashua, Telegraph, dy.andwy. Daily aver. 
10 m0s. ’04, 2,870; October, "Oh, 8,169. 


NEW JERSEY. 


Camden, Daily Courier. Est. 1876. Net aver. 
circulation for 4 mos. end. Dec, 31, 1904, 8,687, 


Clayton, Reporter, weekly. A. F. Jenkins, 
Pub. Actual average for 1903, 2,019. 
Hoboken, Observer, daily. Actual average 
1902, 18,097 ; Sept.. 1903, 22,751. 
Jeraey City. Evening Journal. Arerage for 
1904,21,106. Last 3 mos. 1904, 21,816. 


Newurk.Evening News. Evening News Pub. 
Co. Av. for February, 1905, 159,099. 


Howmarket, dAvertions s’ Guide, mo. Stanley 
Day, p erage for 1903, 5,125. 

Washington. stew wy. Sworn av. 03, 8,759. 
Sworn: aver. 0h. 8.98 r More panes subs. than 
any five other Warren Co. papers. 


NEW YORK. 

Albany, Journal, evening, Journal Co. Daily 
average or 1904, 18,2388. 

Albany. Times-Union. — evening. Establ. 
1856. Average for 19v4, 80,48 

Batavia, News, evening. 
6.487%. Average 1904, 6,757. 

Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 14, 18,219, 

Bu@nle, Courier, morn.; Enquirer, even. 
J. Conn Aver. for 194, moraine. 30,040, 
evening $2,702; atnday aver age 73,5 








Average 1903, 








Buffalo, Evening News. Daily average 1904, 
,457. 
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Oatakill, Recorder, weekly. Harry a, aaa 
tor. 1904 av.,8,686. Av. December, 8,7 
Cortinnd, Democrat, Fridays. Fst. 1840. Aver. 
1904, 2,296. Only Dem. paper in county. 
Lyons. Republican, established 1821. Chas. H. 
Betts, editor and prop. Circulation 1903, 2B21. 
Mount Vernon, Daily A Argus. Average 194, 
2,9 18. Westchester County’s leading paper. 
Newburgh, News. daily. Av. for 1904, 4.722. 
8,000 more than all other Newb'gh papers comoined. 











New ‘York « City. 
Amer ‘onstruc. 


rican M wy., 
(Also European edition. ) ‘Average 1904, Qo, 189. 

Army & Navy Journai Est. 1863. Actual weekly 
average for 52 issues, 1904,9.871 ( (OQ). Only 
Military paper awarded **Gold Marks. 





Baker’s Review monthly. W. R. Gregory Co., 
publishers. Actual average for 1904, 4,900. 


Benziger’s magazine, family monthly. Ben- 
ziger Brothers, Average for 1904,8%,025, pres- 
ent circulution, 50,000. 

Clipper, weekly (Theatrical), Wrank Gueen, 
Pub. Co., Ltd. Aver. for 1903, 26,912 (@ ©) (689). 





Fl Comercio, mo. Spanish export. J. Shep 
ard Clark Co. Average for 1904, 7,292. 

Electrical Review, weekiy. Electrical Review 
Pup, Co, Average for 1904, 7.868 (© ©). 


Forward, daily eee Association, Arer- 


age for 1903, 45,2 
Four-Track News. monthly. Actual av. paid 
Sor sic months ending March, 1905, 111,666, 
April edition guaranteed 120,000. 


Haberdasher, mo , est. 1881. Actual arerage for 
1904, 7.000. Binders uffidarit and Post Office 
receipts distributed monthly to advertisers. 





Hardware Dealers’ Magazine, morthly. 
In 1994, average issue, 17.500 (© ©). 
D. T. MALLETT, Pub., 253 Broadway. 


Leslie’s Weekly. 
1904, 69,07 (3h). 


Leslie’s Monthly Magazine, New York. Arerage 


circulation for the past 12 mouths, 248.946, 
Present average circuiation 800,169. 


Music Trade Review. music trade ana art week- 
ly. Average for 1904, 5.509. 


National Provisioner. weekly. Packing houses, 
butchers, cotton seed oil, etc. 1903 av. cir. 6,402, 


rey et ROR a Ms BA 

Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly |: 
average for 1904, 14, 
918. Actual gain over 
1903, 3,917. 


The People's Home ‘Journal, 525.166 monthly, 
Good Literature, 452.388 monthly, average cir- 
culations for 194—all to paid-in-advance sub 
scribers. F. M. Lupton, Publisher. 

The Wall Street Journal. Dow. Jones & Co. 
publishers. Daily average 1903, 11,987. 


Actual aver. year end. A 
Pres. av. over 75.000 week vy. 
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The World. Actual aver. for 1904, Morn., 802, 
385, Evening, 879.785, Sunday, "43 38,484. 

Rochester. Case and Comment, mo. Law. Av. 
Sor 194, 80.000 ; 5 years’ average, 30.105. 








Sceheneetudy, Gazette, daily. A. N. Liecty, 
Average for 1902, 9.097. Actual average for 
1903, 11,623, 1904, 12.574. 


Syracure, Evening Herald, daily. Herald Co., 
pub. Aver, 1904, daily 85.648, Sunday 39,161, 


Utien, National ppgertens Contractor, mo. 
Average for 1904, 2,6 


Utena, Press, cally. ai A. Meyer, publisher. 


Average for 1904, 14 
Warsaw, Western New-Yorker. Smallest bona 
fide issue since Oct, 1, 1904, was 5,00 copies. 


NORTH CAROLINA. 
Charlotte. Observer. North Carolina's fore- 
most ewepare’ Actual daily aver. 1904, 6,148; 
semi-weekly, 4,496. 


Raleigh. Biblical Recorder, weekly. Average 
1903,8.872, Average 194, 9,756. 


NORTH DAKOTA. 
Grand Forks, Herald, dy. av. for April, 1904; 
5.862. Will guar. 6.000 Sor year, N. ‘Dakota’s 
BIGGEST DAILY. La Coste & Muxwell, N.Y. Rep, 


Grand F orka, Normanden, weekly. Ar. for 
1903, 5,451. Guar. 6,700 after Nov, /, 1904, 


OHIO. 
Akron. Beacon Journal. Average 1903, 8,208, 
N. Y., 523 Temple Court. Av. Nov., 1904, 10,708, 
Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1904, 79.460: Sunday, * ian 
Feb., 1905, 79,512 daily; Sunday, 67,96 


Manafield, Daily News. Actual average year 
ending Dec. 31, 1904, 4,860 (sf). 


Springfeld. Pres Republic. Ar. 1904. 10.226, 
Feb., v5, 10,688. N. Y. office, 523 Temple Court. 

Washington Court House, Fayette Co. 
Record, weekly. Actual average 1903,1,775. 

Youngatown. Vindicator. D’y av. ’04,12,020. 
IaCoste & Maxwell, N.Y. & Chicago. 


Zaneaville. Signal, daily, reaches S. E. Ohio. 
Guarantees 5,000. Average six mos. 1904, 5,814. 


Zanesville, ‘times-Recorder. Sworn arerage 
1904, 8.810 (2k). Guaranteed double nearest com- 
petitor and to exceed combined competitors, 


OKLAHOMA. 
Guthrie. Oklahoma Farmer, weekly. Actual 
average 1904, 88,898. 
— beggee ya ae Capital, dy. and wy. 
for 1903, daily 20,062, weekly 25.014. 
= ending July 1, 703, dy. 19, 868; wy. 28.119, 


Oklahoma City, The Oklahoman. /904arer., 
8,104; Jan.,'05,10,220. E. Katz, Agent, N.Y. 


OREGON. 


Portland. Evening Telegram, dy. (ex. Sun.) 
Average circulation during 1904, 21,271. 


Portiand. Oregon Daily Journal. Actual arer- 
age for January, 18,542; actual average March, 
1904, 15,204 


PENNSYLVANIA. 

Cheater, Times, ev’g d’y. Average 1904, 7.929. 
o Be office, 220 B’way. F R. Northrup, Mgr. 
Frile. People. weekly. Aug. Klenke, Mgr. 
Average 1903, &, 088. 

Erle. Times, daily. Arer. for 1904, 14,257. 
Feb., 1905,15,.264, £. Katz, Sp. Ag., N. ¥ 

Harrisburg, Telegraph. Dy. sworn av. Dec. '04, 
11.726. Largest circn. in Harrisburg guar’t’d, 

Philadelphia, American Medicine. wy. Av. 
for 1902, 19.827. Av. March 1903, 16.827. 

Philadelphia, German Daily Gazette. Aver. 
circulation 1904, daily 49,088, Sunday 87,898. 
Sworn statement. Cir. books open. 

_ Philadelphia, Press. Daily arerage year end- 

ing Dec. 31, 1904, 118,242 net copies sold. 
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Philadelphia, Farm Journa, monthly. Will- 
mer Atkinson Company, publishers. Average 
for 194, 593.880. Printers’ Ink awarded the 
seventh Sugar Bowl to Far:n Journal with the 

inscription : 

* ,warded June 25th, 1902,by 

« Printers’ Ink, ‘The Little 

“* Schoolmaster’ in the Art of 

« Advertising, to the Farm 

* Journai. After acanvassing 

“of merits extending over e 
“neriod of hal’ a year, tha. paper. among a 
«those published in the Un ted States, has been 
* pronounced the one that best serves its purpose 
“as an educator and counselor for the agricultu 
“ral population, and as an effective and economi- 
“cal medium ‘for communicating with them 
‘through its advertising columns.” 


66 In 


Philadelphia 





Nearly 
Everybody 
Reads 

The Bulletin.” 


Net average for February 


215,136 


copies per day. 


“The Bulletin’s” circulation figures are 
net ; all damaged, unsold and returned copies 
have been omitted. 


W. L. M’LEAN, 
Publisher, 


Philadelphia, March 4th, 1905 





Philadelphia, Sunday School Times, weekly. 
Average for 1904, 92.518. Send for rates to 
The Religious Press Association, Philadeipnia. 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 
February Circulation 


The following statement shows the actual cir- 
culation of THE EVENING TELEGRAPH for each 
day in the month of February, 1905: 











Risesiphcscackaee 144,816 16 
Aye - «143,965 17 
144,103 18 
pee: 144,287 19. 
sunday 20 
per 144,056 21 
144,370 
143,505 23 
145,481 24 
143,581 25. 
Pe 153,150 26. 
Sunda: 27. 
aagone 150,766 28 
- 143,568 
bésajssveuensead 147,988 prasad 
MEG saunie cc wuveneeaacuiaest es 3,529,000 


NET AVERAGE FOR FEBRUARY 


a 
147,040 copies per day 
BARCLAY H. WARBURTON, President. 
Philadelphia, March 6, 1905. 


Philadelphia, The Grocery World. Actual 
average year ending August, 1904, 11,741. 

Pittsburg, Lator World, wy. Av. 1904, 22,« 
618. Reachesbest paid class of workmen inU.S. 

Pottaville. Evening Chronicle. Official county 
organ. Daily average 1903, 6,648, 


Weat Chester, Local News. daily. W. H. 
Hodgson. Average for 1903 15,168. 








Willlamsport, Grit. America’s Greatest 
Weekly. Net paid average 1904, 198.758. Smith 
& Thompson, kKeps., New York and Chicago. 


York, Dispatch, daily. Average for 1904, 
8,974. Enters two-thirds of Y rk Comics. 


RHODE ISLAND. 
Pawtueket, Evening Times, Average daily 
for 1904, 16,850 sworn. 


Providence, Daily Journal, 17,290 (©©). 
Sunday,20. 486 (©O). Evening Bulletin 87, 886 
average (904. Providence Journal Co., pubs. 





Weaterly, Sun. Geo. H. Utter, pub. Average 
90h,4,480. Only daily in 80. Rhode Islan 1. 
SOUTH CAROLINA. 


Oharleaton, Evening Post. Actual dy. aver. 
for fourth 3 months 194 4.008, 


t2@ The absolute correctness of the latest 
circulation rating accorded 

the Columbia State is guar- 

oUAAe anteed by the publishers of 
TEED the American Newspaper Di- 
rectory, who will pay one 

hundred dollars to the first 

person who successfully controverts its 


accuracy. 
TENNESSEE. 


Chattanooga, Crabtree’s Weekly Press. Aver 
age Novemher and December, 47.044 (#). 


Knoxville. Sentinel. Average 1904, 11,482, 
Carries bulk Knoxville advertising. . 
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Mometin, Commercial Appeal, daily, 
weekly. Average daily 88,965, 
4%. 002, weekly 86.8 0, (964). Smith & 
son, Represenatives N. Y¥. & N. ¥. & Chicago. 


N ouey ille. Banner, daily._ daily. Aver. Only year 1903, 
18, Fn 1904, 20.708. Nashville 
Laas igi to Roll of Honor. 


TEXAS. 


Record and ae daily and 

. C. Edwards, - Daily av. 1904, 
816. ieckiy av.,2,77%. The daily and weekly 
together reach 63 per cent of all the tax-paying 
families of Denton County. 


El Paso. Herald. Dy. av. 1904, 4,211; 
1904, 4,485. mg canvass showed thoes thereld 
in 80 per cent of El Paso homes. Only El Paso 
daily paper eligible to Roll of Honor. 

Paris, Advocate, dy. W.N. Furey, pub. Act- 
ual average, 1903, 1,827; 1904, 1,881. 


VERMONT. 
Barre, Times, daily. F. E. Langley. Aver. 1904, 


Sunday, 
—< ay 
homp- 


De een. 


Burlington, Daily News, ype Actual 
daily average 1904, 6,018 ; last 6 mos., 6,625; 
last 3 mos., 7,024; last month, 7,847. 


Burlington, Free Press. Daily av. '03, 5.566, 
04, 6.68 Largest city and State circulution. 
Examined by Assoc’n of American Advertisers. 


VIRGINIA. 
Nerfolk, Dispatch, daily. Sworn average for 
1902, 5,098; for 1903, 7, Ae; for 1904, 9,400. 


Richmond, News Leader, afternoons. Actual 
daily average /904, —. bey American News- 


” Directo Hy ~Bug in pullin 
omer be ticeen Washington ar and “a " 


Richmond. Times-Dispatch, morning. Actual 
average year ending Dec., 1904, 20,172. 
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Oshkosh, Northwestern. daii iy Average for 
1904, 7,281. December, 1904, 7,426. 


Raeine, Journal, daily. Journal Printing Co, 
Average for 1903, 8,702. 
Wisconsin wn rem day 
Ravine, W: Established 1877. 
Average for $ 1903, stoeekly, 88 181. 
904, 254. 
Only Wisconsin paper whose cir- 
culation is wet opecage by the 
American Newspaper Directory. 
Advertising, $2. ry or Sr tach. 


WYOMING. 
Cheyenne, Tribune. Actual daily average fur 
14, 8,986. 
Roek Springs, Independent. Weekly ——_ 
or 1903, 1,055. First eight months 1904, 1,582 


BRITISH Coane. 
aneouver. Province, daily, W. C. Nic! 
aie Average for 1904, 7,426; eee + 
‘ebruary, 1905, 8,848. 
Victoria, Colonist. daily. Colonist P. & P. Co. 
Average for 1903, 8,695; June, 1904, 4,808. 


MANITOBA. CAN. 

Winnipeg. Der Nordwesten, Western Canada’s 
German hewspaper, covers the entire German 
speaking population—its exclusive field. Aver- 
age for 12 months ending June : 30, 1904, 10,798. 

Winnipeg, Free Press, daily and weekly. Av. 
erage for 194, daily, epees' weekly, 15,801. 
Daily, February, 1905, 27,704 


NEW BRUNSWICK, CAN. 


&t. John. Star. Actual daily average for 
September, 1904, 6,806. 


NOVA SCOTIA. CAN. 





dail 

Hig — circulation with no waste or Halifax, Herald (@©@) and Evening Mail. 
duplication. In ninety per cent of Rich ad | Sworn cir exceeds 16,000, Flat rate. 
homes, The State paper. 


WASHINGTON. 
Seattle, Times. Actual aver. circulation Oct. 
Nov. and Dec., 1904, $7,090 daily, 45.450 Sun- 
day. i largest daily an and Sunday in State. 


Taeom ie aed DU, av av. 1904, 14.864; Sy., 
18, ats: ch 524. Aver. 4 mos., ending Jan. 
31, 1905, Dy. 1 96, ‘Sy. 0? 51K aw... C. Beck- 
with, ripivaene Bldg., N. ¥. go. 


WEST VIRGINIA. 
Covtorteen, Sentinel, daily. R.E. Hornor, 
pub. Average for 1904, 2.820 (054). 


Wheeling. 
es ae ‘circw’n 10.82 
to Api 904. Guarantees a paid circulation 
equal to any other two Wheeling papers combined. 


WISCONSIN. 
La Crosse, Leader-Press evening. Actua 
average 1904,6,879. “dscrame Dec., 1904, 6,588. 


Milwankee. Evening Wisconsin, d’ t ive. Wis- 
consin Co. Average for 1904, too wenemntien 
1905, 26,889, February 27.814 (© 


Milwaukee, Gennmnin-abendoe a Av. for 
year end’q Feb.,’04, 28,876: av. Feb..’04,24.808. 


Milwaukee. Journal, daily. Journal Co., poe. 
¥r., end. Dec., 1904,87,170 Feb., 1905, 88,276 





id cirewn 9.707, 
For 12 months up 


News. Daily 





ONTARIO, CAN. 


Toronto. Canadian Implement and Vebicle 
Trade, monthly. Arerage for 1904, 6,000. 


Toronto, Evening Telegram. Daily, 
1904, 81,884. Perry Lukens, Jr., N.Y. 
mto. Star, daily. Average last 4 mos., 
84.002: for February, 87.552. Largest cir- 
culation of any even ng paper published in 
ntario. 


aver. 


Toronto. The News. Targest circulation a? 
any evening paper published in Ontario. 
year end. Dec., 04, 88,178 ; for Jany. 88, 206. 


QUEBEC. CAN. 
Montreal. Herald, daily. ~. 1808. 
aver. daily 1904, 28,850 ; weekly, 18,88 
Montreal. Journal of Agriculture and Horti- 
ulture. Semi-monthly. Arerage 1904, 61,427. 

Montreal. La Presse. La Presse Pub. Co. 
1ta., ~~ Actual average 1904. daily’ 
RO, sie: (Saturdays, 86,000); March, 1905, 


5, - 


Actual 


Montreal. Le Canada. Actual average 1904~ 
daily, mid 287: wookly. 18.757. 

Montreal. Star,dv.&wy. Graham & Co. a. 
Sor 03, dy. &5.127, wy. 122. 260 (1145), Sixmos 
‘end. May 3/03, dy. av. 65,147, wy.122 157. 
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(©@) coun MARK PAPERS@O) 





(OO) Advertisers value these 
tbe mere number of copies print 
the sign ©.— Webster’s Dictionary. 


pers more for the class and ory of their circulation than for 
Among the old chemists go! call 


id was symbolically represented by 


Out of a grand total of 23,265 publicationg listed in the 1904 issue of Rowell’s American Newspa 


per Directory. one hundred and nine are aistin; 


marks (@ ©), the meaning of which is explain: fag 
1 


ished from all the others by the so-called gold 
having the gold marks in the 


blicati 





Announcements under t 


Directory, cost 20 cents pe! Am 


week, two > tines (the smallest advertisement accepted) cost 


$20.80 Lor a full year, 10 oor cent discount: ¢ or $18.72 per year spot cash, if paid wholly in advance, 





WASHINGTON, D. C. 


THE EVENINGSTAR (©©), Washington, D C. 
Reaches 90% of the Washington homes. 


ILLINOIS, 


TRIBUNE (© ©). Only pa 
ceiving this mark, because 


satisfactory results. 

BAKERS’ HELPER, (© ©), Chicago, only “Gold 
Mark” baking journa Oldest, largest, best 
known. Subscribers in every State and Territory, 


MASSACHUSETTS, 
BOSTON PILOT (© ©), every Saturday. Roman 
Catholic. Patrick M. Donahoe, manager. 
BOSTON EVENING TRANSCRIPT (60), estab- 
lished 1830. The only gold inark daily in Boston. 


MICHIGAN. 
Grand Rapids, parnenee Record (@©). Only 
national paper in its field 


MINNESOTA, 


THENORTHWESTERN MILLER 


lis, M r year. Covers 
(Of &, aa our ¥... - "ae over Lang RA world. The 
only “Gold Mark” milling journal (QO). 


NEW YORK, 
THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertising medium in this section. 


ENGINEERING NEWS ( —The leading 
American authority.—7 —Tribune, Riventee, Pa. 


VOGUE (©), the “authorit ty on fashions. Ten 
cents a copy; $4a year. 364 Sth Ave., New York. 


HARDWARE DEALERS’ ME he 
i cn average issue, 17,500 ). 
. MALLETT, Pub., 253 A » A 
NEW YORK HERALD (@©). Whoever men- 
tions America’s leadin ye newspapers mentions 
the New York HERALD 


THE NEW YORK TIMES (© ©), Times § Square, 

“Alithe news that’s fit to print.” Netcirculation 

ia — district exceeding 100,000 copies 
aily. 


r in Chicago z. 
RIBUNE ads 


ELECTRICAL WORLD AND ENGINEER (© ©), 
established 1874; covers foreign and domestic 
electrical purchasers; larg largest weekly circulation. 


BUFFALO COMMERCIA ag, © Desirable 
because it always produces satis ean results. 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 

han all the others. These people read the 
CENTURY MAGAZINE. 

NEW YORK gt (© ©). daily and Sun- 
day. Established 184 conservative, clean 
and up-to-date i whose readers ree 
sent intellect and purchasing power toa high- 
grade advertiser. 





ONIO. 
CINCINNATI ENQUIEER (O®- Great—influ- 
ential—of world-wide fame 3est advertising 
medium in prosperous Middle West. Rates ana 
information supplied by Beckwith, N.Y.-Chicago. 








PENNSYLVANIA, 

THE PITTSBURG DISPATCH (©0), a home 
delivered circulation among those of all classes 
with money to buy. 

THE PUBLIC LEDGER (@©), the ONLY news- 
os admitted into thousands of Philadelphia 

*Philadelphia’s landmarks: Independ- 

— Hall and Public Ledger.” Circulation grow- 

faster than for 50 years; leader in Financial 

dre Book, Real Estate, Auction, and all 
aa classified advertising that counts. 


SOUTH CAROLINA, 


THE STATE (©©), Columbia, S. C., reaches 
every part of South Carolina. 


VIRGINIA. 

NORFOLK LANDMARK (© ©) the recognized 
medium in its territory for investors and buy- 
ers. Holds certificate from the Association of 
American Advertisers va — fide circulation. 
If you are interested, ask to see voluntary let- 
ters from advertisers 4 have gotten splendid 
results from LANDMARK. 


WISCONSIN. 
THE MILWAUKEK EVENING WISCONSIN 
(9), one of the Golden Dozen Newspapers. 


CANADA. 


THE HALIFAX HERALD (© ©) and the EVEN- 
ING MAIL. Circulation exceeds 16,000, fiat rate. 


THE TORONTO GLOBE (co) 


Canada’s National N spaner United States 
representatives. BRIGHT & VERREE, New York 
and Chicago. Sworn circulation 1904; 51,231, 


+~e>—_—__—_——_ 
WRITE A PLAIN SIGNATURE. 


“Among a lot of letters I received in 
answer to an advertisement,’’ said a busi- 
ness man, “there was one that inclined 
me toward its writer, except that I 
couldn’t read the signature. Every 
word in the body of the letter was 
clear, but the signature was illegible. I 
don’t know how many people there are 
who write plainly enough until they 
come to write their own name, and then 
write that blindly; I suppose it is more 
from force of habit than anything else, 
for they may be otherwise the most 
careful people in the world. 

“Every man should write his signa- 
{ure with perfect distinctness, so that 
it can: be read easily and without mis- 
take by those unfamiliar with it, and 
also as a mark of his own care and 
exactness. 

“One letter that I received, its bod 
written, had its signature put on wit 
a hand stamp. [I didn’t know just 
what to think of this, but it had at 
least the merit of perfect plainness,”— 
New York Sun, 

















28 PRINTERS’ INK. 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








CALIFORNIA. 

HE Tres prints more “Want” and otherclas- 
sified advertisements than the other five 
newspapers in I.0s Angeles combined. It is the 
medium for the exch e of commercial intelli- 

gence throughout the w hole Southwest. 
Rate—ONE CENT A WORD FOR EACH INSERTION ; 
minimum charge 25 cents. Sworn daily average 
for year 1903, 36.656 copies. Sunday circulation 

regularly exceeds 51.000 copies. 





CONNECTICUT. 
N ERIDEN, Conn., REcorD covers fleld of 50,000 
4 population ; working people are skilled 
mechanics. Classi rate, cent a word a day, 
five cents a word a week. “Agents Wanteu,” 
etc., half cent a word a day. 


COLORADO. 
‘|. HE Denver Post. Sunday edition, March 5, 1905 
contained 4.92) classified ads, a total of 10444 
columns. ‘he Post is the big Want medium 0} 
the Rocky Mountain region. The rate for Want 
advertising in the l’ost is five cents per line 
each insertion, seven words to the line. 


DELAWARE. 


ys NGTON people use the EVENING JouR- 
NAL for “Want ads.” Foreign advertisers 
cap safely follow the home example. 





hg Delaware the only daily paper that guar- 
antees circulation is“ Kvery Evening.” It 
carries more classified advertising than all the 
other Wilmington papers combined 


DISTRICT OF COLUMBIA. 
'MHE Washington, D. C., EVENING STAR (OO) 
carries DOUBLE the number of WANT Abs of 
any other paper in Washington and more than 
all of the other papers combined. 
MAKE COMPARISON ANY DAY. 


ILLINOIS. 


EORIA (Ill) JOURNAL reaches over 13,000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


NHE CHICAGO DAILY NEWS is the city’s 
“*‘want ad” directory an done of the t- 
est “want-ad” mediums of the country. It has 
no Sunday issue, but is published every evening 
except Sundays and holidays. During the year 
1904 the paper was issued 310 days; Cartes that 
time it published 11,09 columns of classified ad- 
vertising, consisting of 628,538 individual adver- 
tisements; of this number, 201,666 were transmit- 
ted tu the Daity Nxws office by telephone. 
Eleven telephones are used exclusively for the 
reception of such ads from nearly 600 drug store 
agencies and from thousands of individual cus- 
tomers throughout Chicago and its adjoining 
territory. These advertisements are, for the 
convenience of the readers, carefully classified 
under 19% different classification headings. No 
free “want-ads” are published. The DatiLy News 
rigidly excludes all objectionable advertising. 
The valve of the classified columns of the DAILY 
News to the advertisers is shown by the very 
rapid growth of this kind of advertising in the 
paper. During the year 1903 it increased 133 col- 
umns over 1902, notwithstanding an increase in 
advertising rate; in 1904 it increases 314 columns 
over 1903, or an average of a column a day. 
“Nearly everybody who reads the English lan- 
age in, around or about Chicago reads the 
AILY NEWS,” says the Post-office Review. 





INDIANA. 
HE Indianapolis News during the year 1904 
printed 135.207 more classified advertise- 
ments than all other dailies of !ndianapolis 
combined, printing a total of 273,730 separate 

paid Want ads during that time 
[THE Muncie STaR is the recognized Want ad 
medium of Muncie. It prints four times as 
much classified advertising daily as all other 

Muncie dailies combined. 

HE Marrow LEADER is recognized as the best 

result getter for waut ads. 


HE Indianapoiis STaR is the Want ad medium 

of Indianapolis. it printed during the 
year of 1904 691.313 lines of Wantads. During 
the month of December the STAR printed 17.335 
lines of classified financial advertising. This is 
4,275 lines more than published by any other In 
dianapolis newspaper for the same period. The 
News in December, 1904, “agony 13,060 lines; the 
Sentinel 4,516 lines, and the Sun 2.630 lines. The 
Indianapolis STAR accepts no classified advertis- 
ing free. The rate is one cent per word. 


'|‘HE Terre Haute Star carries mvre Want ads 
than any other Terre Haute paper. Rate, 
one cent per word. 


linge’ Star League, composed of Indianapolis 

STAR, Muncie STAR and Terre Haute STAR; 
general offices, Indianapolis. te in each, one 
— per word; combined rate, two cents per 
word. 


IOWA. 
(PHE Des Moines CAPITAL guarantees the larg- 
est circulation in tne city of les Moines of 
any daily newspaper. It is the want ad medium 
of lowa. Rate, one cent a word. By the month, 
$l perline. It is published six evenings a week. 
Saturday the big day. 


MAINE, 
‘HE EVENING Express carries more Want ads 
than all other Po: tiand dailies combined. 


MARYLAND. 
i lie E Baltimore News carries more Want Ads 
than any other Baitimore daily. It is the 
recognized Want Ad medium o1 Baltimore. 
MASSACHUSETTS, 
P CENTS for 30 words, 5 days. DatLy ENTER- 
) PRISE, Brockton, Mass., carries solid page 
Wantads. Circulation exceeds 10,000. 


i linge BOSTON EVENING TRANSCRIPT is the great 

resort guide for New Englanders. ‘lbey 
expect to find all good places listed in its adver- 
tising columns, 


T HE BOSTON TRAVELER publishes more Want 

advertising than any other exclusively even- 
ing paper in its field,and every advertisement 
is paid for at the estavlished rates. 


I OSTON GLOBE, daily and Sunday, in 1904, 

carried 141,353 more “Want” ads than an 
other Boston paper. It printed a total of 417, 
classified advertisements, and every one of them 
was paid for at the regular card rate, and there 
were no trades, deals or discounts. 


MICHIGAN. 


ig od COURIER-HERALD (daily), only Sun- 
day paper; result wetter; circulation in ex- 
cess of 11,000; Ic. word; ke. subsequent. 
MINNESOTA, 
f bias Minneapolis JOURNAL carried over fifty-six 
per cent more Want ads during February, 
1905, than any other Minneapolis daily. No free 
Wants and no objectionable Wants. Circuiatlon 
1993, 57,039; 1904, 64,333; January, 1905, 67,598; Feb- 
ruary, 1905, 67,33. 


THE St. PAUL DIsPpaTcH is the leading “Want” 

medium in the Northwest, read and reiied 
upon by everybody in its city and territory; 
more paid cir-ulation than the other St. Pau 
dailies combined; brings replies at smallest cost. 
Circulation 1904—58,035; now 59,501. 


é big MINNEAPOLIS TRIBUNE is the recognized 

Want ad medium of Minneapolis and has 
been for many years. It is the oldest Minne- 
apolis daily and has over 92,600 subscribers, 
which is 25,000 each day over and above any 
other Minneapolis daily. Its evening edition 
alone has a larger circulation in Minneapolis. by 
many thousands, than any other evening paper. 
it publishes over 80 columns of Want advertise- 
ments every week at full price (average of two 
pages a day). no free ads: price covers both 
morning anid evening issues. No other Min- 
neapolis daily carries anywhere near the num- 
ber of paid Wanted advertisements or the 
amount in volume. 
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MISSOURI. 
aE Joplin GLoBE carries more Want ade 
than all other papers in Southwest Missouri 
combined, use it gives results. Une centa 
word, Minimum, lic. 


[HE Kansas City JOURNAL (every mornin 
including Sunday), one of the recognize: 
Want ad mediums of the United States; 21 to 35 
columns paid Wants Sundsy; 7 to 10 columns 
daily. Kate, 5 cents a nonpariel line. 


NEBRASKA, 
HE Lincoln DAILy STaR, the best ‘‘Want Ad” 
me jium at Nebraska’s capital, Guaranteed 
circuiation exceeds 16,000 daily. Rates, 1 cent 
per word. Sunday Want ads receive extra in- 
sertion in Saturday afternoon edition if copy is 
received in time, DAILv STAR, Lincoln, Neb. 


NEW JERSEY. 
EWARK, N.J., FREIE ZErTUuNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger 
mans, One cent per word ; 8 cents per month. 


E LIZABETH DaILy JouRNAL covers population 
of 95.000. Largestcirculation. Brings re- 
sults. Only “ Want’? medium. Cent a word. 


NEW YORK. 
'\HE Post-Express is the best afternoon Want 
ad-medium in Rochester. 


LBANY EVENING JOURNAL, Eastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon, N Y. Great 
est Want ad medium in Westcbester County. 


| bag Binghamton the LraDER carries largest pat- 
1onage; hence pays best. BECKWITH, N. Y. 
UFFALO NEWS with over 87,000 circulation, 
isthe only Want Medium in Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 


é (es TIMES-UNION, of Albany, New York. Bet- 

ter medium for wants and other classified 

matter than any other paper in Albany, and 

—— a circulation greater than all other 
y papers in that city. 


PRINTERS INK, published weekly, The rec- 
ognized and jeading Wantad medium for 
want ad mediums. mail order articles, aavertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices. adwriting, half 
tone making, and practically anything which 
interests and ap, is to advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per issue flat ; six words toa line. Sample 
copies, ten cents. 
OnTO. 


N Zanesville the TiMEs-lkECORDER prints twice 
as many Want ads as any other paper. 


‘(HE Zanesville SIGNAL reaches 64 townsin§8. E. 
Ohio, also 68 rural routes; 4c. a word net. 
OUNGSTOWN VinpicaToR—Leading “Want” 
medium. lc. per word. Largest circulation 
‘J.HE MANSFIKLD News publishes daily moze 
Want ads than any other 20,000 population 
newspaper; 20 words or less 3 consecutive times 
or less, 25c.; one cent per each additional word. 


OKLAHOMA, 


HE OKLAHOMAN. Okla. City, 9,401. Publishes 
more Wantsthan avy four Okla. competitors, 


PENNSYLVANIA, 
ILKES-BARRE (Pa.) Times. Circulation over 
11,000 daily. Classified rate, 5 cents a line, 


‘HE Chester, Pa., Times carries from two to 
five times more classified ads than any 
other paper. 





PHILADELPHIA: 
THE BULLETIN. 
Net paid daily average circulation for 
February: 


215,136 copies per day. 
“In Philadelphia nearly everybod 
reads" The Bulletin.’” ’ 
(See Roll of Honor.) 





That paper is “best”? which shows 
the largest amount of classified 
Advertising. 


The German 
Daily Gazette 


LEADS in PHILADELPHIA 


Cols. of Classified Adv’g Published 1904 : 


German Daily Gazette . 2,566 cols 
Other Ger. PapersComb. 360 cols 





SOUTH CAROLINA, 
\HE Columbia STaTE (@©) carries more Want 
ads than any others. C. newspaper. 


VERMONT. 
of ida Burlington DaiLy NEws is the popular 
paper and the Want medium of the city. 
Reaches twice as many people as any other and 
carries more Want aas. Absolutely necessary to 
any advertiser in Burlington terr.tory. 


VIRGINIA, 

fete News LEADER, published every afternoon 

except Sunday, Richmond, Va. largest 
circulation by long odds (28,575 aver. 1 year) and 
the recognized want advertisement medium in 
Virginia. Classified advts., one cent a word per 
insertion, cash iv advance; no advertisement 
counted as less than 25 words; no uispiay. 


WISCONSIN. 
O paper of its class carries as many Want 
N ads as the EVENING TELEGRAM, of Superior, 
Wisconsin. 


ANESVILLE GAZETTE, daily and weekly, 
reaches 6.500 subscribersin the million dol- 
lar Wisconsin tobacco belt, the richest section 
of the Northwest. lates; Want Ads—daily, 3 
lines 3 times, 25c.; weekly, 5c. line. Big resul 
from little talk. 





CANADA, 
\HE Halifax HERALD (@©) and the Mair—Nova 
Scotia’s recognized Want ad mediums. 


A PRESSE, Montreal. Largest daily circula- 
tion in Cangda without exception. (Daily 
85,500, Saturdays 105,000.) Carries more want ad 
than any French newspaper in the world. 


M\HE DaiLy TELEGRAPH, St. John, N. B., is the 

want ad medium of the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads oue cent a word. 
Minimum charge 23 cents. 


‘I‘HE Toronto DaiLy STAR is necessary to any 

advertiser who wants to cover the Toronto 
tield. Carries more general advertising than 
any other Toronto paper. Sworn daily average 
circulation, February, ’05, 37,552. 


d aes Montreal DAILY STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FaMILy HERALD AND 
WEEKLY STAR carries more \\ ant advertisements 
than any oiher weekly paper in Canada. 


A PARTICULAR feature of the Toronto EvEn- 
ING TELEGRAM’s Classified advertisements 
is that they are all true to their headings; there 
are no fake, improper or doubtful advertise- 
ments accepted. This gives the public perfect 
confidence in them, and next to the large circu- 
lation is perhap< the greatest reason why they 
bring such splendid results to the advertisers. 





Tas Winnipeg Frre Press carries more 
“Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature th«n are contained in all the other 
daily papers published in the Canadian North- 
west combined. Moreover, the FRRE PRESS car- 
ries a larger volume of general advertising 
than any other daily paper in the Dominion. 


BRITISH COLUMBIA. 
HE Victoria CoLontst covers the entire prov- 
ince of British Columbia (branch office ir 
Vancouver). More “WANT” ads appear in the 
Sunday (‘oLonisT than in anv other paper west 
of Winnipeg. One cent a word each issue. 
ple copies free. 
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SPHINX CLUB PROCEEDINGS. 


Trading stamps were the issue at the 
seventieth dinner of the Sphinx Club, 
held in the Waldorf-Astoria, New 
York, February 14. John Adams 
Thayer presided in the absence of 
President Daniels. 

* * * 

The first speaker was W. L. Hughes, 
of the Sperry & Hutchinson Co., pro- 
prietors of the green trading stamp, 
who defended this form of premium as 
a modern method of giving a discount 
to every purchaser who paid cash to a 
retail merchant, however small the 
amount, Ever since trade began it has 
been the recognized custom to offer an 
inducement to the cash customer, but 
on very small purchases the actual cash 
discount is a petty consideration. Hun- 
dreds of small cash dicounts aggregated 
in the form of a book full of trading 
stamps, however, and exchanged, for an 
article of worth, make it an object for 
customers to pay cach, MHence,. the 
trading stamp, though assailed, de- 
nounced, legislated against, has held 
its own as an integral part of mer- 
chandising. The trading stamp, he said, 
made it possible for merchants to 
handle a greatly increased business at 
no added expense for store service 
other than the cost of the stamps. In 
a known case the stamps have at- 
tracted a half million people to one 
fleor of a department store in a single 
week. He believes this co-operative 
system of giving discounts is only in 
its infancy. 

* * 7 

Philip A. Conne, of Saks & Co., 
New York, said the trading stamp was 
an outgrowth of the old-time tea 
coupon, which was legislated out of 
existence when it became an abuse. So 
far the trading stamp has been tolerated 
because it could not be proven uncon- 
stitutional, Trading stamps may in- 
crease a merchant’s business twenty per 
cent, but he must pay upon this increase 
the tax of the trading stamp, and pay 
it also on the business he had to start 
with. Small merchants pay $2.50, $3 
and even $5 a thousand for the “— ~ 
while big stores get them for fifty 
cents. The small merchant pays the 
freight of the whole system. Some of 
the great stores that had adopted and 
advertised the stamps were now sick of 
them, he said. The argument that the 
trading stamp is a form of advertising, 
reducing other advertising expenses, had 
not been borne out in practice. Its 
power to attract new business is soon 
spent. Trading stamps are on the de- 
cline, and the people are learning their 
worthlessness. At no distant date they 
will disappear. 

7 7 * 

William Kennedy, advertising. man- 
ager of the Bennett Company, Omaha, 
said he had come a long way to speak 
in favor of trading stamps. The store he 
represents is away from Omaha’s shop- 
ping district, and the company always 
had _ difficulty in drawing shoppers to it 
until trading stamps were introduced. 
The departure was so successful that 
now, in a city of 100,000 population the 
store often employs 1,000 people. Many 
local associations have tried to down 


the stamps in Omaha, but the people 
are with them. More than 20,000 peo- 
ple in Omaha co-lect them. Trading 
stamps have increased the volume of 
advertising in Omaha daily papers. 
With double trading stamps tor a spe- 
cial sale his store has sold four and a 
ha'f tons of coffee in a day, 3,500 
brooms, etc., and sales of such articles 
always show a permanent increase after. 
In the store’s cafe four out of every 
six men patrons collect the stamps. If 
trading stamps are an excrescence on 
business, then advertising may also be 
regarded as an excrescence. 

* _ * 


Clarkson Cowl, of James A. Hearn & 
Son, New York, said he was in favor 
of trading stamps. They cause a lot 
of talk, a lot of thought, and are a 
ed thing—for the other fellow. 

here stamps are given in a store, the 
sales force look to it as a Seller of their 
wares, while competitors work to sell 
without this aid. Every increase in the 
clientele of the stamp company de- 
creases the stamp’s advantages by re- 
ducing its advertising _ possibilities. 
Stamps do not appeal to the more sub- 
stantial class of people, but to those 
who are attracted by a small premium 
—the unthinking purchasers. 
or later the yeast is out of the stamp 
scheme, and it cannot easily be given 
up. It is a fallacy to try and convince 
thinking people that the intervention of 
a third party between buyer and seller 
improves the quality of goods or de- 
creases their cost. In a business of 
$1,000,000 the stamps cost $20,000 to 
$40,000. That money could be_ better 
spent in improving service, offerings, 
etc. Morally, the stamps are wrong 
because they work harm to the ignorant 
and thoughtless, lower the standard of 
commercial integrity. They cannot take 
the place of value. When stamps were 
introduced by certain big stores in New 
York it was predicted that a ccrtain 
other store would lose $1,000,000 in 
sa'es because it refused to adopt stamps, 
but since then this latter store had 
greatly increased its business and store 
space. : 

* * 

Hon. J. T. Newcome, of the New 
York State Legislature, admitted that 
double gifts of trading stamps have 
power to move unsaleable goods, but 
questioned the permanence of a busi- 
ness conducted by such methods. He 
produced articles that had been _pur- 
chased that day, both in stores giving 
stamps and those that do not. A pair 
of opera glasses, identical with another 
pair purchased for $3.98 in a store that 
gave no stamps, cost $5 in a store that 
does give them; a deck of playing cards 
cost twenty-nine cents in a non-stamp 
store, and thirty-five cents with stamps 
in a trading stamp establishment; two 
bottles of chow-chow cost twenty-six and 
thirty-two cents respectively, and a box 
of Gold Dust cost four cents more in 
a trading stamp emporium. Things he 
wished to know about the stamps were 
the difference in prices to different 
merchants, what proportion of stamps 
are unredeemed, whether trading stamp 
companies raised its premiums, etc. He 
had heard it reported that when the 
output of stamps reached a certain per- 
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centage the companies raised the num- 
ber of stickers necessary to secure a 
given premium. Legislature in New York 
State has failed aganst the stamps, 
but he is confident that it will yet 
stop the evil. At the first sign of 
waning merchants should abandon the 
stamps. Merchandising will u timately 
have to return to old-fashioned methods 
—return to the simple life. 

* * * 

W. Benton Crisp, attorney for the 
Sperry & Hutchinson Co., said the 
commercial soundness of the trading 
stamp has been demonstrated by the 
fact that no merchant or body of mer- 
chants has evcr vanquished it on a fair 
competitive base. Opposition has al- 
ways taken the form of legislation, 
which in turn has invariably been pro- 
nounced void. Answering Assembly- 
man Newcome’s question regarding the 
proportion of stamps unredeemed, he 
said it was infinitesimal—about one-tenth 
of one per cent. ‘Ihis is more than 
overcome by the free stamps given by 
the stamp companies themselves. Even 
if a profit were made in this way, it is 
a fair profit. Railroads make money 
on lapsed tickets, life insurance com- 
panies on lapsed policies, etc. Trading 
stamps have led many small merchants 
to advertise who never before used ad- 
vertising, and created a demand for 
millions of dollars worth of merchan- 
dise used for premiums that would 
never have been sold otherwise. 

* * * 

B. J. Greenhut, of the Siegel-Cooper 
Company, New York, said his company 
had often been accused of having an 
interest in the Sperry & Hutchinson 

This assertion was unwarranted 
and false. Very little was heard of 
the stamps in New York until the 
Siege!-Cooper Company adopted them 
two years ago, though 5,000 small mer- 
chants were already giving them in 
New York City. is concern’s adver- 
tising of the stamps had helped them 
all. Competitors, seeing the increase of 
business brought by the stamps to the 
Siegel-Cooper Company, had tried to 
get them too, and failing, had resorted 
to legislation against them. 

—_—~+oo—_——_ 
THE NEW YORK “HERALD’S” 

ADVERTISING REVENUE. 

Sunday before last we had 380% col- 
umns of advertising in the Herald. 
That is probably more than any paper 
ever presented on a normal occasion. 
It was 56 more columns than we had 
on the corresponding day of last year, 
and 7% columns more than we ever had 
on a normal occasion. The basic price 
is 100 dollars per column, but there are 
certain discounts for quantity. The 

reat mass of the advertising in the 
Frerald on Sunday will be on the one 
hundred dollar grade. As to the dis- 
counts, I cannot tell you what they are, 
because they vary with the amount, but 
I should say that, being very liberal, 
the net of these columns was at least 
85 dollars. There is but one general 
- of advertiser that is lower in 
price than that. That is the situations 
the small ‘help,’ ‘situations wanted, 
etc.—Manly M. Gillam, in address to 
London Sphinx Club. 








The 


Sunday 
Magazine 


Is issued every week, co-operatively 
and simultaneously, by 


The Chicago Record-Herald, 
The St. Louis Republic, 

The Philadelphia Press, 

The New York Tribune, 
The Pittsburg Post, 

The Boston Post, 

The Washington Star, 

The Baltimore Herald. 


With the WASHINGTON STAR and 
BALTIMORE HERALD, who have 
recently secured franchises, the 
combined circulation reaches the 
enormous figure of 


875,000 Faw 


Quantity, 
Quality, 
Distribution. 


The present advertising rate is $2.00 
per line, 


Address all communications 
regarding advertising to 


The Associated Sunday 
Magazines, Inc., 


31 Union Square, New York, 
940 Marquette Building, Chicago. 
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THE STAR GALAXY TO DATE. 


THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 
THE 


PHILADELPAIA, PA., BULLETIN, 
PITTSBURG, PA., POST, 

DENVER, COLO., POST, 

LOS ANGELES, CAL., SATURDAY POST, 
KANSAS CITY, MO., STAR, 

PEORIA, ILL., STAR, 

MINNEAPOLIS, MINN., TRIBUNE, 
TORONTO, ONT., MAIL AND EMPIRE, 
MINNEAPOLIS, MINN., FARM STOCK & HOME, 
RED BANK, N. J., KEGISTER, 
MINNEAPOLIS, MINN., JOURNAL, 
OAKLAND, CAL., HERALD, 

LINCOLN, NEB., DAILY STAR, 
COLUMBIA, 8S. C., STATE, 

DECATUR, ILL., DAILY REVIEW, 
RACINE, WIS., WISCONSIN AGRICULTURIST, 
CHICAGO, ILL., DAILY NEWS, 
BOSTON, MASS., GLOBE, 

TROY, N. ¥., RECORD, 

RICHMOND, VA., TIMES-DISPATCH, 
SIOUX CITY, IA., TRIBUNE, 

CHICAGO, ILL., RECORD-HERALD, 
AKRON, 0., BEACON JOURNAL. 
BALTIMORE, MD., NEWS, 
WASHINGTON, D. C., EVENING STAR. 


In Rowell’s American Newspaper epee for 905 (and always thereafter 
shed), the 


as long as the Directory continues to be publi 


above twenty-five pub- 


lications will have the following paragraph attached to their respective catalooue 


descriptions: 





UA 
oy R 
TEED 


t@"The absolute correctness of the 
latest circulation rating accorded the 
Evening Bulletin is guaranteed by the 
publishers of Rowell’s American Newspa- 
per Directory, who will pay one hundred 
dollars to the first person who success- 
fully controverts its accuracy. 











There may be still time to secure the Guarantee Star. If interested, address 
Manager, Rowell’s American Newspaper Directory, 10 Spruce Street (up-stairs), 
New York City. 

New York City, March 22, 1905. 











> 
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In the 1905 issue of Rowell’s American 
Newspaper Directory, so far, twenty- 
five publications will be distinguished 
by the Guarantee Star. Only one of 
these twenty-five is published in the 
Dominion of Canada, and the one is the 


Toronto, Ont. 
Mail & Empire 














Its daily average circulation for 1904 was 


41,463 Copies. 





There is still time for other Canadian papers, that are eligible, to 
make application for the Guarantee Star, provided they deem it 
worth the cost. If interested write to Charles J. Zingg, Manager 
Rowell’s American Newspaper Directory, 10 Spruce St., New York. 


33 











34 PRINTERS’ INK, 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


t# Issued every Wednesday. Subscription 
price. two dollars a year, one dollar for six 
months, inadvance. On receipt of five dol 
four paid subscriptions, sent in at one time, will 
be put down for one year each and a larger nu:n- 
ber at the same rate. Five cents acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
= — cases the charge will be five dollars a 

uD . 
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ADVERTISING RATES : 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepage ($40). 

Yor specified ition selected by the adver- 
tisers, if granted, dounle price is demanded. 

On time contracts the it copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smallest advertisement taken. Six 
words make a line. ‘ 

Ae | ed appearing as reading matter is in- 


ree. 
All advertisements must be handed in one 
week in advance. 

Advertisers to the amount of $10 are entitled 
o a free subs cription for one year, if demanded. 
wenn 
CHARLES J. ZINGG, 

Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Eill,EC 


NEW YORK, MAR. 22, 1905. 

















The Brooklyn Times was fifty- 
seven years old on February 28. 





One hundred line orders are 
going out from Geo. P. Rowell & 
Co., for Pickaninny Stockings in 
both magazines and newspapers. 











THE new series of the Hart- 
shorn Shade Roller advertising is 
appearing in a large list of maga- 
zines and in the daily newspapers 
in the larger cities. This adver- 
tising has been placed by Geo. P. 
Rowell & Co., for nineteen years. 





WHAT THE WANT AD SAYS. 


These little want ads tell the 
truest story of worth. The fact is 
everywhere recognized. The want 
advertiser puts out a definite, spe- 
cific proposition. The answers are 
just as definite. He can tell how 
many replies come from each ad- 
vertisement. He can tell the re- 
sult of each answer and thus tell 
not only the number of replies, but 
the relative character and buying 
capacity of the applicants. 


JosepH Mepit~t PATTERson has 
resigned as editor of the Chicago 
Tribune. 


THe New York office of the 
Newark Evening News is located 
in Room 25, World Building. 





OmABA, NEB., has a new vent- 
ure known as the Novelty Adver- 
tising Company. It has been in- 
corporated with a capital of $25,- 
ooo. Edgar G. Bradley is presi- 
dent and general manager. 


Tue Troy (N. Y.) Record 
Company has elected the following 
directors: W. H. Hollister, Ir., 
Arthur T. Sherry. W. F. Gurley, 
H. S. Ludlow, J. A. Leggett, F. 
W. Joslin and D. B. Plum. 








Amonc the welcome callers of 
the Little Schoolmaster last week 
were the Hon. Lafayette Young 
of the Des Moines, Ia., Capital 
and Mr. J. S. Seymour, general 
manager of the Chicago Record- 
Herald. 


Geo. W. Bunson, of the Wil- 
mington, N. C., Evening Dispatch, 
has resigned in order to accept a 
similar position with the Charlotte 
News. His successor on the Dis- 
patch is James H. Cowan, former- 
ly the city editor of the paper. 





Tue most philanthropic adver- 
tiser known is the clairvoyant who 
tells you for a paltry dollar how 
to make a million in Wall Street. 
If he really knows how the market 
will move, why not make the mil- 
lion for himself instead of fishing 
for lonsesome and solitary dollars 
by his costly advertising? 


QUICK WORK AFTER FIRE. 


The entire mechanical plant of 
the Morgen Journal, Hearst's 
New York German daily, was 
burned out recently, but before the 
fire was under control orders for 
new machinery had been placed, 
and in less than ten hours the first 
of a fresh battery of linotypes was 
installed at new offices in Franklin 
street. Seven new machines were 
ready before midnight of the day 
of the disaster, and Das Morgen 
Journal did not miss an issue. 
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Tue Hogarth hag ta sag Ser- 
vice is a new comer in New York. 
The company has a capital of 
$5,000, and its directors are T. G. 
Hogarth, of Brooklyn; W. R. 
Leventritt and F. C. Mayer, of 
New York. 





In Stillwater, Oklahoma, a 
Farmers’ Institute meeting was 
lately advertised on “big, red, 
flaring handbills’ as follows: 


“Raise Hell If You Can’t Come 
Out to Hear Prof. Burtis Tell 
You How to Raise Kaffir Corn.” 


NO MONEY IN LARGE EDI- 
TIONS. 





Everybody's Magazine _ states 
that there is no money in large 
editions. At least, that is the case 
with old advertising contracts still 
uncompleted. They have there- 
fore decided to limit future edi- 
tions considerably below the num- 
ber for which they have actual 
orders from the News Company. 





THE PHILADELPHIA “IN- 
QUIRER” FILES A STATE- 
MENT FOR 1904. 


The publishers of the Philadel- 
phia Jnquirer have filed a detailed 
circulation statement for the year 
1904 to be incorporated in the 1905 
edition of Rowell’s American 
Newspaper Directory, and in that 
book will have a rating in 
Arabic figures, showing that the 
daily average circulation of the 
Inquirer during 1904 was 166,882 
copies net sold, the Sunday aver- 
age circulation 143,102 copies net 
sold. 








THE Philadelphia Record says 
that “an expert who has investi- 
gated the subject of good adver- 
tising” finds that not over seven 
per vent of the advertising in a 
representative group of publica- 
tions deal with food products. And 
yet the readers of these publica- 
tions “spend for food about forty 
per cent of their total earnings.’ 
The Record’s conclusion is that— 
excepting the breakfast food firms 

—‘“those whose business it is to 
appease the national hunger are 
not fully awake to the opportumi- 
ties publicity offers.” 
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ANOTHER branded article that 
has been developed into general 
advertising this season is Zymo- 
cide, a toilet preparation made by 
the well-known firm of Reed & 
Carnrick. Geo. P. Rowell & Co. 
are placing this business in the 
magazines. 

LARGE copy is being used in 
leading newspapers for P. N. Cor- 
sets—the first general advertising 
that has appeared for this well- 
known corset in twenty-five years. 
The campaign is organized and 
the advertising being placed, by 
Geo. P. Rowell & Co. 





A TIMELY AD. 


Just as soon as the Subway 
began to run after the recent labor 
difficulty, Sam R. Honey, adver- 
tising manager of the Cook & 
Bernheimer Co., wholesale liquor 
merchants, New York, had uni- 
formed men at all downtown sta- 
tions distributing little advertising 
maps of the Subway. More than 
100,000 of these maps were snap- 
ped up in a few hours. The Cook 
& Bernheimer map of New York’s 
great underground transit system 
is said to be more complete and 
convenient than any map _ sold, 
giving besides the route a diagram 
that shows the house numbers on 
every great north and _ south 
avenue in town. 





THE publishers of "Everybody's 
Magazine announce that it is their 
intention to see how solidly they 
can build on their present im- 
mense editions, rather than a de- 
sire to see how quickly they can 
force their editions over the mil- 
lion mark. To this end they are 
making the best possible general 
magazine, in order that every 
hundred thousand gained may be 
held. To increase the circulation 
of any magazine one hundred 
thousand in a month, as has been 
done many times during the past 
year by Everybody's publishers, 
requires not only the quality of 
contents which appeals: to the 
great public, but an immense out- 
lay of cash in advertising. The 
April edition is 750,000 copies— 
last April it was 260,000 copies. 
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THE leading business street in 
Tarrytown has a tonsorial artist 
who says on his sign that he gives 


you a “physiognomical” hair-cut. 
Why not a “phrenological” or a 
“psychological” one? 


On Thursday, March 9, Messrs. 
N. W. Ayer & Son gave a dinner 
at the Hotel Walton, Philadelphia, 
to George W. South, in honor of 
the twenty-fifth anniversary of his 
connection with that firm. 





RusijAKi SIKH, an East Indian 
of Lahore, advertises in a local pa- 
per that he is having an income 
of about a thousand per mensem 
and not on good terms with his 
wife of late, seeks another partner 
in life, age thirteen to sixteen, He 
intends giving the present wife a 
decent allowance (besides a sep- 
arate house) according to_adver- 
tiser’s position say at least Rs. 100 
per month. Further particulars 
from No. 602, care of the Tribune 
press, Lahore. 





TO ADVERTISE CHICAGO. 


A fine special issue of the Chi- 
cago Evening Post, March 8, gives 
fifty-two pages of statistical mat- 
ter about the city’s growth and 
commerce, chiefly with a view to 
informing retail merchants all 
over the country about Chicago 
as the “great central market.” This 
special issue was named “the 
Commercial Association number,” 
and is supplementary to the ex- 
tensive advertising of Chicago 
being done by her mercantile as- 
sociations through literature and 
in other ways. 


Tue Republican and Herald, Wi- 
nona, Minn., publishes its latest 
circulation averages in the Roll of 
Honor, and for circularizing pur- 
poses uses statistics about the city 
where the paper is published. A 
recent circular gives detailed state- 
ments of Winona national banks, 
two of which have more than $2,- 
800,000 on deposit. There are three 
other banks, and the Republican 


and Herald estimates that the peo- 
ple of Winona and vicinity have 
on deposit between $5,000,000 and 
$6,000,000. 
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THE advertising manager of the 
Yonker Brothers’ department store 
in Des Moines, Ia., states, that the 
full page advertisement which he 
inserted March 2, in the Capital, 
created the largest cash receipts of 
any single day in the history of 
the store not excluding the large 
Christmas sales, 





TO TRADE PAPER PUB- 
LISHERS. 


The Little Schoolmaster be- 
lieves that the trade paper field 
ought to receive more specific at- 
tention in its columns. PRINTERS’ 
Ink has labored for some time 
with the question and it invites 
suggestions and advice from trade 
paper publishers all over the coun- 
try. The trade paper of to-day is 
not the same trade paper as it used 
to be, at least the best among them 
have long ago broke away from 
the old-fashioned idea. The mod- 
ern trade paper has standing. It 
has standing because it gives ser- 
vice. Because it gives service it 
has merit—decidedly so. But there 
are still others and many of those 
advertisers who ought to patron- 
ize the deserving trade paper are 
classing all alike. Who is to 
blame? 


AN “I-TOO” CHINAMAN. 


A traveling man is reported as 
saying that the Pacific coast 
Chinaman is much keener than 
the Chinaman of New York. He 
says “On my last trip I stopped at 
Santa Barbara, not in itself a very 
lively town, yet there are several 
all-night resorts there. In an old 
adobe building that was originally 
the home of the first Governor of 
California under Spanish rule, Hi 
Lung now conducts a laundry. It 
may “have other adjuncts, but it is 
primarily: a laundry. On one side 
of Hi’s establishment is a saloon, 
in front of which is a huge sign 
reading ‘Open All Night.’ On the 
other side is a restaurant with the 
sign, ‘We Never Close.’ Hi Lung 
recently determined to be as pro- 
gressive as his neighbors, the re- 
sult being a rudely lettered sign of 
his own manufacture, announcing ; 
‘Me wakee, too.’ 


























R. CARLETON, 218-220 So. 14th 
street, Omaha, Neb., makes a 
specialty of designing and engrav- 
ing masonic cuts for stationery 
and other purposes. A_ proof 
sheet will be sent upon application, 








THE WEEK'S ADDITIONS TO 
THE STAR GALAXY. 


The Chicago MRceord-Herald, 
the Akron, O., Beacon Journal, 
the Baltimore News and the 
Washington, D, C. Evening Star 
are the four latest additions to 


the Star Galaxy in Rowell’s 
American Newspaper Directory 
for 1905. 


You are entirely right in your 
belief that we stand for your Di- 
rectory, its integrity and its efforts 
in behalf of honest publishers. We 
have for a number of years made 
it a special point to furnish you 
with detailed statement of our 
circulation for the preceding year. 
We have also furnished you with 
statements of current circulation 
for the “Honor Roll Department 
of Printers’ INK.” This course 
of action on our part seems to us 
to meet all the necessary require- 
ments of advertisers and others in- 
terested.—Frederic L. Colver, 
President, Frank Leslie Publish- 
ing House, March 14, 1905. 


Tue failure of the trading- 
stamp daily at Detroit, backed by 
the richest trading stamp concern 
in the country, causes no surprise 
among newspaper publishers. It 
was inevitable that it would not 
succeed, even though it was con- 
ducted by able editors. People are 
sick and tired of trading stamps, 
for they have at length found out 
that they pay liberally for every 
prize or article they obtain through 
their use. The public does not 
need to be paid for buying some- 
thing it wants. The United States 
Daily was given away, and with 
each copy a trading stamp was 
furnished as an extra inducement 
for people to read it. As a matter 
of fact the only newspaper that 
can succeed. is the one that its 


readers are willing to buy, because 
they cannot get along without it.— 
Newspaperdom, 
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THE Beekman Advertising 
Agency has been organized in 
New York, with a capital of 
$5,000. Its directors are W. H. 
McNult, William O’Gorman, Jr., 
and T. T. Dempsey. 





Wuite, VAN GLAHN & Co., who 
heretofore have used only the 
leading magazines have extended 
their advertising to mail-order and 
agricultural mediums. This firm 
is the oldest mail-order house in 
the United States, having been 
established in 1816. They have 
recently issued a 600 page cata- 
logue describing over 20,000 dif- 
ferent articles they sell by mail. 
The advertising is being placed by 
Geo. P. Rowell & Co. 





AN ENTERPRISING GER- 





MAN DAILY. 
The German Daily Gazette 
which is considered a_ popular 


Want Ad medium in Philadelphia, 
is now carrying on a_ vigorous 
campaign to further increase this 
desirable business, The Gazette is 
now running about nine columns 
of Want Ads daily, which is con- 
sidered exceedingly good for a 
German paper. Their latest de- 
velopment to promote this busi- 
ness is a plan of using in the Eng- 
lish dailies thirty line displays as 
indicated, which are being run 
twice a week: 





a BEST PAPER shows the largest 
amount of Classified Advertising 








FOR GERMAN HELP 
ve German 
Daily Gazette 


924 ys STREET 





Comparison of ClassificdAdvertising,1904 
German Daily Gazette, 2.555 columns 
All other German papers oombined, st 











in the Evening ‘Bulletin and 
Evening Telegraph. The Inquirer 
and Record both refused to run 
this style of advertising as they 
considered the Gazette too strong 
a competitor in the classified field, 
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A TRAVELER in the south of 
France discovered this barber- 
shop sign: “Ordinary shave four 
cents; careful shave five cents; 
shave in which every care is taken 
six cents.” This reminds the 
Springfield Republican of a sign 
found in a New England grocery. 
The sign read: “New laid eggs 
twenty cents, guaranteed eggs 
eighteen cents, fresh eggs seven- 
teen cents, eggs fifteen cents.” 





In consequence of his appoint- 
ment as Ambassador to Great 
Britain, Whitelaw Reid has re- 
tired from the editorship and con- 
trol of the New York Tribune. 
Hart Lyman, long a member of 
the editorial staff, succeeds Mr. 
Reid as editor; Donald Nicholson, 
who has been connected with the 
Tribune for thirty-five years, re- 
tires at his own request from the 
managing editorship, and is suc- 
ceeded by James Martin, who has 
been news editor since 1900. The 
immediate direction of other de- 
partments of the Tribune con- 
tinues as heretofore. 





“FORTY YEARS AN ADVER- 
TISING AGENT.” 


Under the above title Printers’ 
INK is publishing a series of ar- 
ticles written by Mr. George P. 
Rowell. In this issue appears the 
twelfth installment. To the editor 
of the Little Schoolmaster these 
series have been and are of in- 
tense human interest. They will 
gradually constitute a history of 
the early development of the ad- 
vertising agency business in this 
country. They are written in an 
altogether charming style, dis- 
closing more than anything else 
that is generally known, of the 
thoughts and character of a good, 
thoroughly kind and_ successful 
man. His keen sense of business 
and deep knowledge of human 
nature, and the use made of both, 
are characteristics of the Dean of 
the Advertising profession in 
America. Printers’ INK likes to 
receive expressions from its read- 
ers and would be glad to learn 
what they think of the articles 
mentioned, 


PRINTERS’ INK. 


Peters’ CHOCOLATE,» which 
claims to be the original “Swiss 
Milk” kind, has this description: 
“As high as the Alps in quality.” 





AMERICAN TRADEMARK 
PIRACY IN CUBA. 


The International Advertising 
Association, in its campaign 
against the piracy of American 
trademarks, finds a serious state 
of affairs in Cuba, where it ap- 
pears that there is danger of 
American goods being driven from 
that market through the use there 
of stolen trademarks, says the 
New York Times, Elmer J. Bliss, 
in describing the situation, said: 

Under the old Spanish law, still in force in 
Cuba and many other Spanish-American coun- 
tries, the mere use of a trademark for any 
length of time, however long, gives no propri- 
etary rights to the trademark. The right is 
only acquired through actual registration in 
Cuba. This has made it possible for unscru- 
pulous persons to procure the registration of 
valuable American trademarks in Cuba for 
their own right and to exclude the American 
owner of the trademark. 

There appears to be an organized effort, or 
conspiracy, in Cuba, to register most of the 
valuable American trademarks as soon as 
they see that the goods bearing the trademark 
are beginning to find a market. They control 
the situation to blackmail the American owner. 

Steps should be taken to bring this state of 
affairs to the attention of the State Depart- 
ment at Washington,so that some arrange- 
ment may be made by which the rights of 
bona fide manufacturers may be protected 
against piracy.—Fourth Estate. 





“THE DAILY PAPERS OF NEW 
ORLEANS.” 


Younc’s Macazine, Office 203 Broadway. 
New York, March 10, 1905. 
Editor of Printers’ INK: 

Your Mr. Raymond has made all sorts of 
mistakes in his article on ‘* The Daily Papers 
of New Orleans” in your issue of March 8th. 
For instance, he states that “The Jtem, 
although new in the field—” The /tem is 
by no means new, and according to the 
American Newspaper Directory it was estab- 
lished in 1877. 

With regard to the conversation which oc- 
curred during the *“‘gun play” between Mr. 
O'Malley and the **man on the other side of 
the street,’”’ it did not occur at al]. In con- 
nection with Mr. O'Malley helping a band of 
Italians called the Mafia, this occurred long 
before he thought of owning the /tem. 

The Jtem does not carry more advertising 
than other papers in New Orleans. The Pic- 
ayune and Times-Democrat carries much 
more. 

Pennies were used in New Orleans in the 
department stores long before the /tem be- 
came a one-cent paper. 

If your Mr. Raymond will call at this 
office I would be glad to give him much in- 
formation concerning the New Orleans pa- 
pers. Yours very truly, 

CourTLanpD H. Youn, Publisher, 
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Tue advertiser who comes in 
closest touch with his patron is 
always best able to judge medi- 
ums, It is a very significant fact 
that, in every city, the widest dif- 
ference between the leading papers 
is shown by the advertising which 
offers direct propositions which 
bring direct replies and is thus 
altogether direct in character, 
while the smallest difference is 
shown by advertising which is 
altogether general in character. 
Next to the want advertiser the 
local merchant gets the most direct 
returns, 


A CLEAN NEWSPAPER 
THAT PAYS. 


Not long ago it was generally 
believed that a newspaper that was 
decent and dignified and appealed 
only to intelligent and thoughtful 
people could not have a very large 
circulation, So the newspapers of 
that class demanded, and they 
thought they required, a larger 
price from their readers than that 
charged by the sensational press 
that appealed to the masses. The 
New York Times has destroyed 
the superstition that a newspaper 
to have a large circulation and ad- 








vertising patronage must be 
coarse, vulgar, sensational and 
reckless. The New York Times, 


with its price as cheap as the 
cheapest, and its standard as high 
as the highest, has steadily grown 
in circulation, so that at this time 
it ranks third in actual sales of 
New York daily morning news- 
papers—more than 100,000 copies 
every week day are sold in the 
metropolitan district. There has 
been no increase in the advertis- 
ing rates since it has reached a net 
daily circulation of 50,000, and 
now that it can guarantee a cir- 
culation in the metropolitan dis- 
trict alone of more than 100,000, 
and in addition a large circulation 
throughout the country, a new ad- 
vertising rate has been arranged, 
to go into effect April 1, 1905. 
This new schedule simply adopts 
the rate which has been for some 
time maintained by nearly all the 
morning newspapers in New 
York.—Advertisement of New 
York Times. 
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Tue Alfred Benjamin Company 
clothing advertising is being 


placed for the third consecutive 
year—each year in more towns— 
by Geo. P. Rowell & Co. 





Ir may be truly said 
* that the Guarantee Star 
aetey attached to a_publica- 
uaa tion in Rowell’s Ameri- 
can Newspaper Direc- 
tory is the most conspicuous dis- 
tinction which the Directory edi- 
tor gives to a paper. The Star 
constitutes for a publication pos- 
sessing it, a perpetual advertise- 
ment of the highest character— 
costing nothing after the initial 
payment. Year after year the Star 
will appear in each issue of the 
book, imbedded in the catalogue 
part of the Directory, guarantee- 
ing the accuracy of the latest cir- 
culation rating given in Arabic 
figures—always free after the in- 
itial payment. It stands out bold 
and bright as the symbol of the 
highest guarantee for a publisher’s 
honesty and square dealing with 
an advertiser. Rowell’s American 
Newspaper Directory Guarantee 
Star is perpetual—it guarantees 
the publisher’s honesty and good 
faith, it guarantees his own 
statement, and the Directory 
merely acts as custodian and at- 
torney for publisher and advertis- 
er. 





A GOOD AD. 





FROM THE NEW YORK “ - 


7» 1905. 


SUN, MARCH 
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Tue Gazette, Janesville, Wis., 
recently issue an interesting special 
number devoted to the events of 
the past year in that city, listing 
deaths, festivals, sports, building 
and improvements, etc., and giving 
the complete history of Janesville 
in calendar form, day by day. The 
issue represented a great deal of 
conscientious labor, and was pub- 
lished as information, without the 
usual resort to a padding of special 
advertising likely to do nobody any 
good. 





A posTorFIcE fraud order has 
been issued against Sydney Flow- 
er, publisher of the New Thought 
Magazine, 27 East 22d street, New 
York, individually and as publisher 
of that monthly. Until this order 
is lifted no mail will be delivered 
to either. It is said that the ban 
will also be extended to the New 
Thought Magazine, excluding it 
from the mails. The publication, 
according to the postoffice inspec- 
tors, has been a medium for ques- 
tionable investment schemes of 
which Mr. Flower is the promoter, 
and in investigating his promises 
to pay large dividends on money 
sent him it was found that divi- 
dends were paid out of the prin- 
cipal on an endless chain plan. 
Access to the New Thought Maga- 
zine’s books was refused, so a 
fraud order was issued. 








A FINE booklet of the Union 
National Bank, Cleveland, made by 
the Ad Shop, that city, takes a 
direct departure away from the 
half-tone, which is held to be ob- 
jectionable by some firms on ac- 
count of its commonness. Seven 
photographs showing interior 
views of the banking rooms have 
been reproduced by a process that 
gives a soft photogravure effect 
and leaves no mark of the screen. 
These pictures form the chief at- 
traction of the booklet, and are 
accompanied only by brief descrip- 
tions of the bank’s building, vaults, 
services, etc. A portrait of the late 
Mark Hanna, who was president of 
the Union National from its or- 
ganization till his death, forms the 
frontispiece. The Ad Shop is con- 
ducted by two women, Mrs. M. A. 
Lembeck and Miss R. L. Adams. 


PRINTERS’ INK. 


In addition to its well-known fa- 
cilities for printing advertising lit- 
erature, catalogues, maps, etc., the 
Matthews-Northrup Works, Buf- 
falo, announces that it will manu- 
facture books of every description 
for publishers. George French, 
170 Summer sireet, Boston, has 
been given charge of the new de- 
partment, and outlines its plans 
in an exquisite little volume, 
“Books in the Making.” 





Tue American Newspaper Pub- 
lishers’ Association may not have 
sand or sense enough to adopt a 
definition of what is circulation, 
but that is no reason why they 
should not come to an agreement 
of how to protect themselves 
against those advertising agents 
who for weeks and months hold 
up money for bills due and who 
largely by this process keep them- 
selves in business. If one consid- 
ers the mighty body of American 
publishers as a whole, and sees 
to what they submit as individuals 
—why it is truly to laugh, 





Tue Rambler is a handsomely 
printed monthly of convenient size 
devoted to automobiling topics, 
chiefly news of meets and informa- 
tion about the care of an auto. 
Published by Thomas B. Jeffrey & 
Co., Kenosha, Wis., it is a business 
periodical along broad lines, the 
advertising value being suggestive 
rather than direct. But the em- 
phasis on Rambler autos is by no 
means uncertain. This concern ad- 
vertises in magazines, newspapers 
and outdoors as well. The latter 
medium is largely local, and is the 
least important. Magazine adver- 
tising has been simplified greatly, 
according to one of the company’s 
Officers, for instead of the custom- 
ary half-tones usually employed in 
auto advertising, zinc etchings are 
used, doing away with the neces- 
sity for a large number of original 
plates. The Rambler magazine ad- 
vertising is directed to attaining 
general publicity, and its newspa- 
per advertising to educating the 

ublic in details of the machines. 
he advertising department and 
sales department of this company 
are virtually one. 


























MUSICAL ADVERTISING. 


The London Mail describes a 
novelty of advertising in certain 
picture postal cards just brought 
out in Paris. To one of these “is 
affixed a very thin transparent 
gelatine disk on which is impressed 
a gtaphophone musical record.” 
This card is so arranged that it 
can be placed on a talking machine 
and played like other music. The 
disk being transparent, does not 
eclipse the picture. As a novel ad- 
vertising medium the device, the 
Mail thinks, is certain to be popu- 
lar and it adds that “French cham- 
pagne firms are already having pic- 
torial cards printed which will lit- 
erally sing the praises of their 
wares.” 





PRINTERS sacrifice advertising 
value to typographic theatricalism 
in their own literature, as a rule. 
The tendency is more and more 
toward better argument, however. 
Ax assortment of printers’ folders 
in the Little Schoolmaster’s mail 
shows that something better than 
bald assertions about fine literature 
are being employed. The “Bran- 
dow Blue Book” is a neat booklet 
from the Brandow Printing Com- 
pany, Albany, announcing that the 
State of New York has just award- 
ed this concern the contract for 
legislative printing, and this con- 
tract said to be the largest job 
of printing in the United States, 
is made the basis for some 
effective arguments regarding com- 
mercial work. James E. Shaw, a 
Buffalo printer who advertises 
steadily by means of mail litera- 
ture, sends out a folder to which 
is attached the “Promised” job 
ticket used in his composing-room. 
This gives the time each job is 
received and shows when it is 
wanted by the customer. Prompt- 
ness, the universal printer’s fail- 
ing, is made the text of this folder. 
A simple folder from Nolan Bros., 
69 Fleet street, Brooklyn, presents 
conventional arguments briefly and 
forcefully. A fine booklet from the 
C. F. H. Manns Co., Cincinnati, is 
directed to the carriage and 
harness trade, and shows examples 
of fine engravings appropriate to 
that industry. 
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Jutitus G. SoMMER, who _ has 
lately become art manager of 
Leslie’s Monthly Magazine, has 
seen many years of service in the 
art department of Scribner's Out- 
ing and other magazines. Perhaps 
he is best known by the brilliant 
cover designs he has made for 
Scribner’s holiday issues. His 
latest and most original design ap- 
pears on the April cover of 
Leslie’s Magazine. 


REALLY GOOD. 


Telephone 
The Home 


Have you considered the 
advantage of havinga tele- 
phone in your home? 

Do you know that the 
quickesh way to summon 
aid in case of fire, bur- 
glary, accident, sudden 
illness, is by telep 

Do you realize that the 
telephone will do your 
shopping, vour marketing, 
that it will make or post- 
pone appointments, - will 
run your errands, talk with 
your friends? 

The actual saving in car- 
fare and time ‘which this 
‘service effects will more 
than pay for its cost, while 
the many annoyances 
avoided and the added con- 
venience which this serv- 
ice brings are clear profit 
to you. ? 

_ Residence Telephone serv- 

ice in Manhattan is avail- 

able at a vost of $4.00 per 

month, 

Call any of below offices for fyll 
information. 

New York Telephone .Co. 
15 Dey St. 

Contract Offices: Telephone? 

















FROM THE EVENING TELEGRAM, 
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THE advertising of Studebaker 
wagons, carriages and automobiles, 
which will be on a scale larger than 
usual this year, is being placed by 
the Frank Presbrey Company, New 
York, and the Long-Critchfield 
Corporation, Chicago. 





“PRESERVALINE” is a compound 
for keeping the humble but succu- 
lent and nutritious frankfurter 
fresh, as well as driving the irre- 
verent skipper fromsaltand smoked 
meats. A novel folder containing 
arguments for this commodity, cut 
in the shape of a string of frank- 
furters, and is entitled “Red Hot 
Arguments.” It was designed for 
the Perservaline Mfg. Co., Chi- 
cago, by Geo. Blumenstock, an ad- 
writer of the same city. 








A MEDICAL booklet along entirely 
new lines is “The Fisher Treat- 
ment of Kidney and Heart Dis- 
mcg 4 = Kindred Ailments,” sent 
out by R. C. Fisher, M. D., 2001 
oi og avenue, Chicago. It 
would be difficult to prove that it 
passes the bounds of medical ethics, 
for in simple style, but with scien- 
tific accuracy, the writer tells just 
what these diseases are and fol- 
lows up his monograph with letters 
from people he has treated—and 
people so far above the ordinary 
class of those who give “testimon- 
ials” that their names are eminent- 
ly convincing Medical advertising 
is usually a fearful and wonderful 
production from a_ pathological 
standpoint. The average writer 
in this field knows but one human 
organ. That is the heart, but he 
understands how to play upon its 
every string. Dr. Fisher’s argu- 
ment is so sound pathologically, 
and so simply set forth that it 
might be printed entire in an ethi- 
cal medical journal. 


Amonc the artificial devices 
used by advertising men as a sub- 
stitute for sound business logic, 
alliteration is the most amusing. 
Beginning the majority of the 
words in a sentence with the same 
letter was a practice of the Anglo- 
Saxon poets—it was their back- 
handed way of rhyming, in fact. 
With the development of the 
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Anglo-Saxon tongue into modern 
English the fashion changed, and 
alliteration faded into the back- 
ground, to be forcibly dragged out 
again a few years ago by the “ad- 
smith” and set to work vigorously. 
» » ~ 

At that time originality was-run- 
ning into freakishness; cuteness 
was at a premium—the word-twis- 
ter was in his glory. “Mighty 
merchandising movements—mar- 
vels of modern methods,” “Sensa- 
tional sales of stupendous stocks, 
selected for saving shoppers,” and 
“Potent price- parings, paralyzing 
the profits,” were deemed triumplis 
of advertising English, absolutely 
sure to draw immense crowds. 
And no doubt the phrases drew 
then, for advertising was still a 
new proposition, and the public 
was ready to run in the direction 
of the greatest hue and cry. There 
has, however, been a great change 
since those days, and now mere 
rippling alliterations are barren of 
results, in comparison with in- 
structive talks about goods. There 
is a very good reason for this 
change. Advertising is a business 
Proposition, not a literary exer- 
cise. It is all very well for Al- 
gernon Charles Swinburne, with 
his marvelous rhythmical fluency, 
to tell of the “lilies and languors 
of virtue, and roses and raptures 
of vice,” or to describe “sick, 
sweet lips of slaves that sing,” and 
“large mute mouths of melodies,” 
but the advertisement writer can 
find better models than Swinburne 
for writing plain prose on socks 
or umbrellas. 

* » * 


Alliteration is not art, but arti- 
ficiality. It strikes a false note 
that is out of harmony with the 
policy of the best business houses 
to-day. There is in it a sugges- 
tion of sham that unconsciously 
influences thinking people against 
the store that uses alliterative ad- 
vertising. The extreme of cutting 
out alliterations that occur natu- 
rally as one writes should, of 
course, not be adopted, for that is 
artificial, too. Occasional allitera- 
tions that are not lugged in are 
often forceful—it is against the 
studious effort to alliterate that 
protest should be made 





























ADVERTISING OSTEOPATHY. 

I have a letter from a doctor who 
stated three things, seemingly as p ain 
and sure to him as daylight, yet en- 
tirely mistaken as to his conclusions. 
He says: , 

(1) He has used Osteopathic Health, 
as literature for two years, circulating 
100 copies a month in the homes of 
his community regularly. : 

(2) That has not, so far as his 
knowledge goes, received a single pa- 
tient from this campaign during all that 
time, 

(3) In the same breath he adds. that 
his practice has grown very gratifyingly 
indeed all this time, until now he has 
about all the patients he can well at- 
tend to! 

The unfairness of believing that these 
2,400 pieces of popular health literature, 
carefully written, skillfully edited and 
judiciously bestowed, which he has cir- 
culated in the homes of 100 or more 
leading families of his town, have had 
no important influence in causing scores 
of thinking people to turn from pills 
and powders to rational Osteopathic 
methods of cure is readily manifest to 
anyone who will consider the situation 
candidly. 

Must a patient come to you, doctor, 
bearing a copy of Osteopathic Health in 
his hand—as patients, you know, do 
often—to persuade you that such good 
literature as this surely “‘pulls practice’’ 
for you?—Osteopathtc Physician, Chi- 
cago. 

——_«~«9—___———— 

On the other end of the State’s Want 
Columns you will find thousands of peo- 
ple anxious to know what you have for 
them.—Columbia (S. C.) State. 





Advertisements. 


All advertisements in “ Printers’ Ink” cost 
twenty cents a line for each insertion, $10.40 a 
line per yeur. ive per cent discount may be 
deducted if paid for in advance of 2 ubli- 
cation and ten per cent on yearly contract 
eats wholly in advance of first publication. 

isplay type and cuts may be used without 
ertra charge. but if a specified position is 
asked for an «adrertisement, and granted, 
double price will be demanded. 


WANTS, 


ANTED—Manufacturers’ agents to handle 
our line of advertising novelties. ST. 
LOUIS BUTTON CO., St. Louis, Mo. 
HO WANTS SERVICES of bright, capable 
up-to-date Ad Graduate! . WRIGHT, 
17 Chester Street, Watertown, Mass. 
RITE to-day to the PAGE-DAVIS CO., Dept. 
23.90 Wabash Ave ,Chicago. You can earn 
$25 to $100 per week by !earning adwriting. 
More than 247.000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 
ANTED—Young man with some experience 
as TF Jr iy teem J omer Or te take —, 
of “Sma ’ department of daily paper. . 
dress “F, Z.,” Printers’ Ink. 





VERTISING man desires position as ad- 
writer. Powell gracuate. Good references. 
Salary $15 to start with. Address “G.R. W.,” 
Lock Box 104, Greenville, Ohio. 


postions open for competent newspaper 
workers in all departments. Write for 
booklet. FERNALD’S NEWSPAPER MEN’S EX- 
CHANGE. 368 Main St., Springfield, Mass. 


A DVERTISING WRITER, at peetent employed, 
desires change. Thoroughly competent to 
construct advertisements that bring results. 

“ HIGGINS,” care Printers’ In k. 


PRINTERS’ INK. 
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W ANTED—Position as advertising manager; 





wide experience in mail-order business. 
Qualified to write advertising I'terature and ad- 
vertisements. Address “M.,” care Printers’ Ink, 


ONCERNING TY? E—a Cyclopedia of V-very- 
é eg 4 Information os ee ee Adver- 
tising Man; get “typewise”; 64 pp., d0c. postpaid; 
ag’ta wanted. A-8-CARNELL, 150 Nassau St. N.Y: 


Ww. ED— Make-up man for New York trade 
journal. Must have good judgment in 
gon —- “7% matter and tong apt in writing 
eads. State salary expected. “B. M. W.,” 
P. O. Box 649, New York. Wg 


Aonenim is my work. I derire a position. 
Can youuse me! Ama practical business 


and drug man. 
“ PUSH,” 
Care Printers’ Jnk. 
‘ITUATION WANTED—Young man, with coun- 
S try weekly and city daily y Ionene laa would 
y er editorial position in Kastern States for 
tall. Nowemployed. Best references. 
“KDITOR,” care Printers’ Ink. 


| Add ADVERTISER and mail-order dealer 
Should read THE WESTERN MONTHLY, an ad- 
vertiser’s magazine. Largest circulation of any 
advertising journal in America. Sample copy 
free. THK WESTERN MCUNTHLY, 815 Grand 
Ave., Kansas City, Mo. 
DITOR of daily (cir 2,000) and_weekly (3,000) 
4 newspaper, W. Va., desires change. Pres- 
- — five years; entire satisfaction. 
‘lean, y young man, excellent social stand- 
ing. Address we _ Printers’ Ink. ees 
[HE N. Y. rep. of a Western paper, who is 
L experienced in soliciting and writing adv., 
will give some time daily in exchange for desk 
room. An Al man. 





“J. M. D.,” 
Care of Printers’ Ink. 

NOPPORTUNITY FOR YOU—Many men fail 
to succeed through lack of opportunity. 
We lack the right men to fil! hundreds of high: 
te opportunities now on our lists. We have 
executive, Clerical, Technical and Salesman 
positions, paying from $1,000 to 
which must filled at once. 
better your condition write for plan and book- 
let. Offices in 12 cities. HAPGOODS (Inc.), Brain 

Brokers, Suite 511, 309 Broadway, New York. 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified col- 
umns of PRINTERS’ INK, the business journal for 
aaveitisers, published weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 
at 20 cents per line, six words to the line. PRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States 


WV ANTED Clerks and others with common 
school educations only, who wish to qual- 
ify for ready positions at $25 a week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where. One graduate filis $8,000 place, another 
$5.000, and any number earn $1,500. The best 
clothing adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
mand exceeds su ply. 
GEORGE H. POWELL. Advertising and Busi- 
ness Expert, 1467 Temple Court, New York. 


$5,000 a year, 
If you want to 





PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Cireu- 
lation 17,500(O@©). 23 Broadway, New York, 





SPECIALIZED PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circn- 
lation 17,500 (©©). 253 Broadway, New York. 
eo el 


CARD INDEX SUPPLIES. 


Tears all we make. Our prices are right. 
Sampie sets and prices upon request. 
STANDARD INDEX CARD COMPANY. 
Rittenhouse Bldg., Phila. 


—_<+o>——_———. 
POSTAL CARDS. 


RICES and samples of post cards Write 
STANDARD, 61 Ann Street, N. Y. 
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DESIGNERS AND ILLUSTRATORS. 
I ESIGNING, illustratin engrossing, illumi- 
nating, ergraving, lit ographing, art print- 
ing. THE KiNSLEY STUD1v, 245 B’way, N. Y. 
—__++ ———_. 


PREMIUMS, 
Russe AABLE goods oo yo builders. Ry 
ds of 


pablishers and others from ‘the foremost nv 
and wholesale deaiers in jewelry and kindred 
lines, 500-page list eis llustrated catalogue, 
ublished annually, issue now ready; free. 
er . MYERS CO.. 46w, 48-50 52 Maiden Lane, N.Y. 











FOR SALE. 


aver change climate, account rheumatism. 
Leading Democratic weekly of lowa, 38th 
year, paying net $2,500, for $6,000 “Setaaetan Don’t 
write unless you havethis amoun 
G. F. RINEHART, Ten, Iowa. 


eae SALE—The owner of a farm paper more 

fifteen years old, prosperous, no debts, 
wide ond rich ficid, has other newspaper inter- 
ests and needs better help than he can hire. 

He will give the rig man, if he is a business 
getter, and bes, say. 500,an opportunity that 
will make him A in afew years 

Please give all essential facts in first letter. 

“FARM OPPORTUNITY 
Printers’ Ink. 


PRINTING. 


Pe at reasonable prices. MERIT 

PRESS, Bethlehem, Pa. 

> US PRINT vour next folders. They’ll be 
more effective done our way. Write to 

THOMSON PRINT, Philadelphia, Pa. 








PAPER. 


B BASSETT & SUTPHIN, 
45 Beekman St.. New York City. 
Coated papersa specialty. Diamond B Perfect 
White for high-grade catalogues. 
— Or 


CEDAR CHESTS. 


OTH-PROOF Cedar Chests—Made of fragrant 
i eo red booger age separ! proof 
ainst moths. Prices low { for booklet. 
TEUMONT FURNITO RE Co. Speate sville, N.C. 
————__ +2 


SUPPLIES. 


I SE “Reliance” absorbent paper on your 
mimeograph. INK dries quick as a wink; 
never smuts. Get samples and prices from F'!NK & 
SON, Printers, 5th, near Chestnut, Philadelphia. 
V D. WILSON PRINTING INK Cw., Limited 
e of 17 Spruce St., New York. sell more mug- 
— eut inks than any other ink bouse in the 





rade. 
“aponal prices to cash buyers. 


ERNARD’S one ya Paste is used exclu 
sively by t J. Press Clipping Bureau 

and numerous ‘Publishers who learned of its 
ag cone our mple package, which is 
ieee NARD’S AGE NCY, Tribune Building, 


poxine=s non-explosive, non-burning snb- 
stitute for lye and gasoline. Doxine re- 
tempers and improves the suction rollers. It 
will not rust metal or hurt the hands. Kecom- 
mended by the best printers for cleaning and 
protection of half-tones. For sale vy the trade 
d manufactured by the DOXO MAN’F’G Co.,, 


an 
Clinton, la. 
+o >__—_—_—. 
HOUSE-TO-HOUSE DISTRIBUTION. 


F Ngpin ee my selling through the trade and 
mail-order firms can secure prompt and 
satisfactory returns through my National Dis- 
tributing Service, which guarantees an honest, 
judicious, house-to-house distribution of adver- 
a matter anywhere in the United States. 

distributers are bonded and make this 
oak their exclusive business. No boys. Write 
for particulars. 

WILL A. MOLTON, 
National Advertising Distributer, 
Main Office, 442 St. Clair St., 
Cleveland, O. 


ADDRESSES FOR SALE, 


9, 00 NAMES, the rural aristocracy of 
Georgia, the farmers who have “‘cot- 
con to burn.” $25. B.A. COX, Loganville, Ga. 


3, 00 names of farmers who are heads of 
families, living In Reno Co., Kan. 
20c. per 100. C. R. EATON, Hutchinson, ‘Kan. 


a 245 pt of ae of families of Fort 
p) ~) Worth, Texan, taken from late Cit 
CKEY’S PHAKMAC 





Directory, for $3. 
Fort Worth, Texas. 


25, 00 NEW names and addresses of the 

leading merchants and profes- 
sional men and women, doing crreagenck ee i: 
Colorado, hed omg > and gf Mexico, 


any address for $1.50 per 1 ME. t ANTS 
PRINTERY, Box 51, Colorado Springs, Colo. 
eS 
BOOKS. 


oe ~~ emer —— CT—72-p. book mailed 
LACEY. Patent and 
Trade-Mark at Weshdanon. v.C. 
Estabiished 1869. 
——__+o+-—__—. 


PRIN TERS. 


RINTERS. Write R. ‘CARLETON, Omaha, 
Nev., for copyright lodge cut catalogue. 


W* print catalogues, booklets, circulars, adv. 
matter—all kinds. Write for prices. THE 
BLAIR PTG. Cv., 514 Main St.. Cincinnata, O. 


ELECTROTYPERS. 


WE™ make the electrotypes for PRINTERS’ INK. 
e do the mere death J for some of the 
largest per ad ad in the ntry. Write us for 
yrices. WEBSTER, CRAWE ORD & CALDER, 45 
ose St., New York. 
os 


MAIL-ORDER NOVELTIES. 


7 RITE to-day for free *‘Book of Specialties,” 
an illustrated catalogue of latest imported 
and domestic pbc cs ge watches, plated govelty. 
cutlery and _ opti tical goods—wholesa only. 
SINGER BROS., 82 Bowery, N. Y 
—_—~or—_—_—— 


HALF-TONES. 


N°3e4 PER HALF-TONES. 

2x3, 75c.; 3x4, $1; 4x5, $1.60. 

Delivered when cash accompanies the order, 
Send for samples. 

KNOXVILLE ENGRAV ING CO., Knoxville, Tenn. 








a 
IMITATION TYPEWRIITEN LETTERS. 


MITATION Typewritten Letters of the = 
grade. We furnish ribbon, matching 
free. og gh for stamp. SMITH PTG. CO., ‘B18 
Broadway, Toledo, Uhio. 





MAILING MACHINES. 


ae: DICK MATCHLESS MAILEK, lichtest and 
quickest. Price $12. F. Jy VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N. Y. 


—————————— 
ADDRESSING MACHINES. 


Ata MACHINES—No type used in 
the Wallace stenci] adaressing machine. A 
card index system of addressing used by the 
largest publishers throughout the country. Send 
for ea. edo addressing at low rates. 
ALLACE & 00. 29 Murray St., New York. 
310 Pontiac Blig., $58 Dearbo Dearborn St. } Chicago, Ih. 


tet STANDARD AUTO AD ADDRESSER is a high 

ressing machine, run by motor or 
foot A etyy oo embodies card index idea. 
Prints visibly; perforated card used; errors im- 
) — operation simple. Correspondence so- 


ici 
B. F. JOLINE & CO., 
123 Liberty St., New York. 
—_—~+or—_——— 
CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(@@). 253 Broadway, New York. 
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ILLUSTRATORS AND ILLUSTRATIONS. 


H SENIOR & CO., Wood Engravers, 10 Spruce 
e St.. New York. Service mood and prompt. 


PE RS 
PRESS CLIPPINGS. 


ag Sept’ Press Clipping Bureau, Topeka, 
Kan., covers Kan., Mo., Ark., ‘lex.,O. T. &1. T. 


scieinmentih NR saneincts 
TYPEWRITER RIBBONS. 


THE MOST ECONOMICAL WAY 


To purchase ‘typewriter ribbons is to buy a 
coupon sheet—wholesale price, retail ea" far 
—_ age oo Ld =. “ Ribboti| er 
‘a new rib led. £ LAK. 
Sea 100 Gold street, = York 
mnt 


MAIL ORDER, 


MADE $25,000 a year doing a mat-coder 
business and started with = I can teach 
‘ou. Send 10 cents, silver, for Mail” Order 


uide. 
C. H. ROWAN, 
43 E, Adelaide St., Toronto, Can. 


M44 AIL-ORDER ADVERTISERS—Try house to 

house advertising; it wi!l pay you big. Our 
men will deliver your circulars and cata! logue: 1s 
direct to the maii-order buyer. You can reach 
— who never see a paper of any description 

om one year’s end ae another. When once 
reached the rest is easy. We have reliable agents 
well located throughout the United States and 
Canada, and are in a position to place nce advertuing 

matter in the hands of any desired 

DISTRIBUTORS’ DIRECTORY will be sent free 
of charge to advertisers who desire to make con- 
tracts direct bande wr distributor. We guaran- 


ood 
NATIONAL AL ADVERTISING” CU., 700 Vakland 
Bank building, Chicag 


42> 
+> 


ADVERTISING NOVELTIES. 


GENTS wanted to sell ad novelties; 25¢ com. 
3 samples, !0c. J.C. KENYON, Owego, N. Y. 


RITE forsample and price new combination 
Kitchen Hook and Bill File. Keeps your ac 
before the housewife and business man, TIE 
WHITKHKAD & HOAG Cu., Newark, N. J 
Branches in all large cities. 


prams OR CONVENTION SOUVENIRS, 
ade from nails, They're attractive, sub- 
Sample, a World’s Fair 








stantial . cheap. 
souvenir 
WICK HATHAWAY'S C’RN, Box 10, Madison, O. 


1 he 
Color Barometers. The latest now 
maiied in 6% envelope, penny postage. $25 per 
1.000. ineInd imprint. Send | 10e. for sam) my 
FINK & SON, 5th, above Chestnut, Philadelphia 


—— +o 
TRADE JOURNALS. 


AKDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (O©). 2538 Broadway, New York. 


66 RPAt, ESTATE.” Amsterdam. N. ¥., cireu- 
iation 3.000, for real estate dealers and 
owners; $1 a year; names of buyers each month. 





—~+o>——_———— 

TIN BOXES. 
IE you have an attractive, handy pack: you 
will sell orated tin and get beter es for 
them. Decorated tin boxes have a ric iscead 


ance, don’t break, a ly, and preserve the 
contents. You can buy in — gross lots and 
at very low prices, We the folks who 
make the fin boxes for “Cascarets, Huylers, Vase- 
line, Sanitol. Dr. Charles fed Food, New Skin, 
and, in fact, for most of the ig guns. ” But 
just as much attention $0 oa little fellows. ? 
ter send for gee new illustrated catalog. It 
contains lots of valuable information, and is 
free. AMI: hac aN STOPPER COMPANY, 11 
Verona Street, Brooklyn, N. The largest 
maker of TIN BOXES outside the Trust. 


a> 


AD WRITER. 


= INVESTMENTS to pay the in- 
My ability at your service. 
BERT MOREHOUSE, Box 998, Providence, R. I. 
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COIN CARDS, 


10"; $16, any printing. Samplesfree, KING 

KOIN — Beverly, Mass, 

$35 PER 1 Less foi more; any printin 
”o THE COIN WRAPPER ¢ 0.. Detroit, Mie! 


for $3. 70,000. $20. An rinting. 
1 3900 sere Coin Siatier Co.. Ft. aticon, la. 
pranactcendo > —<-<cheliattetn 
ADVERTISING MEDIA. 


105 CENTS per line for advertising in THE 
JUNIOR, Bethlehem, Pa, 


T7, SuNnDAY TIMEs, Kkichmond, Me. Want ads, 
5 lines, 25c. each insertion. Copy free. 


- a BEE, ‘eco Va. Average circulation 
" » 2,324. ’? Se. per line; min. 15c. 


DVERTISERS’ ne Newmarket, N.J. A 
postal curd request will bring sample copy. 


ARDWARE DEALERS’ MAGAZINE = Circu- 
lation 17,500(@@). 253 Broadway, New York. 


HE EVANGEL. 
Scranton, Pa. 
Thirteenth year; 20c. agate line. 


Fab! person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year. 


EKFECT copper half-tones, | -col.. $1: 
10¢c. per in. THE YOUNGSTOWN ARC rN. 
GRAVING CO., Youngstown. Ohio. 


TROY, Ohio, has 6,000 people; 4,000 more live 

on ‘its six rural routes. The RECORD, only 
daily, reaches 7.000 of them. Minimum rate, dc. 
inch, net, plates; typesetting, 5c. inch. 


EARN SHOW WINDOW TRIMMING!—Full 
course of lessons for the country Ee eo 
The Cincinnati Trade Review. Send 25 
for one year’s trial subscription. THE ¢ CINCIN. 
NATI TRADE REVIEW, Cincinnati, Ohio. 


RABTREE’S CHATTANOOGA PRESS, Chat- 
tanooga, Tenn., 50.000 circulation guaran- 
teed, proven; 200,000 readers. Best medium 
South for mail-order and general advertising. 
Rate, 15 cents a line for keyed ads. No proof, no 
pay. 





fi THE ZANESVILLE SIGNAL 
COVERS 
SOUTHEASTERN OHIO. 


The big city papers reach this terri- 
tory but little. The Columbus, Cincin- 
nati, Cleveland and Pittsburg papers 
have but small circulation bere. The 
Zanesville Signal covers the field. 


MAJOR JOHN M, CARSON, 
for more than thirty years the repre- 
sentative of leading New York and Phil- 
adelphia journals at the National Capi- 
tal, says: 

“ Zanesville ought to be proud of 
the Signal, It would be a credit toa 
city with a population of 200,000. The 
fact that Zanesville is a field for a news- 
paper of the type of the Signal indi- 
cates a progressive ai d substantial citi- 
zenship The story of a live town is 
told through a live newspaper.” 

The Signal produces results for adver- 
tisers. 

THE ZANESVILLE SIGNAL. 

JAMES R. ALEXANVER, Publisher, 

Zanesville, Ohio. 
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NEWSPAPER BARGAINS. 


YT EWSPAPER FOR SALE-In a bustling Ala- 
4 bama town of 5,000. Daily, weekly and job 


plant. $1,800. Plant alone invoices more t 
price as! 
Address ‘* M. H.,”’ care this paper. 
er 
STOCK CUTS. 


EEN OUR COMIC BOOKLETS ! 


They are written and illustrated to fit staple 
lines—as saloons, grocers, clothiers. They are 
uproariousiy funny, and are remembered when 
ordinary ads are forgotten. Write for sample 
and prices, anc own » loteerbend. Thousand lots 


upwards, 
see 5" INK PRESS, 
Rose Street, New York. 
wiiacamme 


PUBLISHING a OPPORTUNI- 





I WANT to meet a publisher 

Who is fond of sports, especially base ball. 

I can put him in touch 

With a property that netted owner $15,000 last 


year. 
Owner’s ill health causes him to withdraw. 
Price $50,000. Terms to responsible party. 
EMERSON P. HARRIS, 
Broker in Publishing epeperty, 
253 Broadway, New York. 








4 DVERTISEMENT CONSTRUCTORS, 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writes advertising—your way—his way. 


EW CUTS and advertising copy for rour line 
are cheap enough by our method. ART 
LEAGUE, New York. 


te p” writing, iMustratin Ask about my 
rial ee ” service. r. 
LF-VINE, 6127 Aberdeen St.. jeen 8t.. Chicago. 


A= WRITING —nothing nothing more. 
Been at it 14 years. 
JED SCARBORO, 
557a Halsey St.. Brooklyn, & Ss 


I DO NOT BELIEVE 

to WWeatth be of me would promptly 
pave your way “Wealth beyond the dreams 
of avarice,” nor do I a u to 135 it—but 

I po IMPLICITE BEL IEV 
that such “salesmen ”’ as travel for “ey through 
the mails, 7. e., your eee. C irculars, Book 
lets, ing +9 I ht be better “ dressed” and might 
ma talk” better it 1 had the grooming of 
—-! 


and 
I FURTHER IMPLICITLY BELIEVE 
that my ideas, as they would appear in your 
literature. would secure for you a sufficient in- 
crease in the responses traceable to them—would, 
in short, “cut enough (extra) ice” for you to 
take the “sting” out of my bill for : eee. 
ing” the necessary “gumption”!! There are 
Jots of men who read this column every week— 
never miss it--who easily ‘ht—and, doubtless, 





I that your em: 


oO 
for a lot of samples that will show just how 

‘humdrum ” conventions and 
kiln ried futilities in my work. I do not ex- 
pect any man who may think this aimed at him 
eA a ‘Seas 2 cents’ worth of interest when 


writes 
No. 35. FRANCIS 1. MAULE, 402 Samson 8t.,Phila. 
—————_+o+—____ 


ADVERTISING AGENCIES. 


OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 


Hi. W. KASTOR & SONS ADVERTISING COM 
PANY, Leclede Building, St. louis, Mo. 


Os AGENCY, | Madison Ave.. N. Y. 
Medical journal advertising camunively. 


Doers , Advertising A: qe 
Y. Private wires, Vhila, etc. 


M4 AIL order advertising a roesseng THE 
STANLEY DAY AGENCY, Newmarket, N. J. 


(BE H. 1 IKELAND ADVERTISING AGENCY, 
ie blished 


Phil a cInhi 








t nut Street, F 
URTIS-NEWHALL CO. Established 1895. Los 
Angeles, California, U. 8. A. Newspaper, 
magazine, trade paper advertising. 
LBERT FRANK & CO., 25 Broad Street, N. Y. 
General Advertising’ Agents. Established 

1872. Chicago. Boston. Philadelphia. Advertis- 
ingof ail kinds placed in every part of the world. 
ARNHART AND SWASEY, San Francisco— 
Largest agency west of Chicago; employ 60 
people; save advertisers by advising judiciously 
newspapers, billboards, walls, cars, distributing. 


wi OP this We can adv field. It is most 


nviti yl can 
and mat them rite us. THE DES- 
BARATS ADVERTISING GENCY, Ltd., Mon- 





H. K. STROUD, 
Ideaist. 


Write me all about your advertis- 


ing troubles. I can doctor them for 
you at a reasonable charge. 


2421 N. 20th Street, 
Phila., Pa. 














Tye Metals 
panne I am the maker of all 
Linotype grades of extra quality. 


Le Grand O. Robson, 
BUFFALO. 





Monotype 
—_ 








NEW. JERSE 


REIE ZEITUNC 


IT WITL PAY YOU TO USE 


THE FREIE ZEITUNG 


“New jam 's ep seting German Daily. 
unday and Weekly Newspaper” )—it 
reaches the bulk of the 100,000 progper- 
ous German buyers of iewerk and vi- 
cinity. Write for Rate ( 


ESTABLISHED 1858 




















1 AM LOOKING FOR SOME ONE 


who has an eye open for a good business opportunity. I have a high-class, medical, 
proprietary article (externally used) that is successful, unique, has an extensive field 
and is very profitable. Only needs advertising. I will give 49 per cent to any one 
who will furnish $25,000 worth of magazine advertising, to cover one or two years. 
Trial if desired. You handle your own money. I will furnish stock of preparation 
to begin with. Principals only address NEMO, care Printers’ Ink, 
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WE CAN INCREASE 
YOUR BUSINESS 


If you will use our 


Illustrated Post Cards 


FOR 


Advertising Purposes. 


We publish 300 Up-to-the- 
Minute designs that can be used 
in any line of business with 

BIG RESULTS. 

We also publish an up-to-date 
line of Advance Cards for Trav- 
eling Men. 

New designs every week. 

A full line of samples and pi.ces 
will be sent to advertisers for 25c. 
Write to-day. 


ELY, BOYNTON & ELY, 
Advertising Novelties, 


45 STATE STREET, 
DETROIT, MICH. 





Che Sanday Spool Cnet 


PHILADELPHIA, 


is “the best religious paper 
in America.” 

It does not lower its relig- 
ious principles and practices 
for business, 

It gives to good business, 
however, the opportunity to 
advertise by 


A Pilot that Really Steers 
Safely, Surely and Straight 


into one in fifteen of 1,501,- 
963 best religious homes in 
the United States and Can- 
ada. And it is the only 
paper that can do it. 


We Shall Be Pleused To Hear From You. 50 





THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg-. Philad’a, Pa. 




















Second Largest Medical Advertiser 


in New England, started in January, 1905, 
in the other Rutland daily, because of its 
circulation claim. Later this firm got 
first hand information from Rutland 
people, viz.: (a) professional man, (b) 


clothing dealer. Result: advertising 
stopped in other paper and placed in the 
RutLanp HERALD instead. 

They found that the des¢ paper and 
LARGEST CIRCULATION is obtained only 


clothier, (c) newsdealer, (d) druggist, (e) | by using 


The HERALD for RUTLAND, Vermont. 





in N 








when considering | results in Vermont. 


"Most of _ retail | drug pont query 
ew 


trade in Vermont is supplied by wholesalers 
ork States; an important fact to remember 














Branch Offices: 
Boston: 1026 Old South Dating. 
cobepee: 814 Home Ins ce Build 


THE ONLY DAILY MINING NEWSPAPER IN THE WORLD. 


(Established 1889.) 


Carries more financial advertising than any publication in the United 
States. Its circulation (© ©) is greater than that of any like publication 
in the country. It reaches 15,000 investors in the United States and 
foreign countries. Sample copies and advertising rates on application. 


The DAILY MINING RECORD 


Francisco: {20 Safe ‘Deposit Building. 









DENVER, COLO. 
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MORE SALES. 


What an advertiser wants is more sales. 

What we give the advertiser is more sales. 

How we do it is something it took us a long while to learn. 

We have taken hold of propositions that have been just about 
playing even, or losing money—and have made them successful. 

We can give good, sound, business-like assistance to manu- 
facturers and sellers, preferably in the Middle West, who have 
an article of merit that can be sold at a profit. 

In laying out plans for an advertising campaign we keep the 
sate of the goods, at a profit, continually before our eyes. Perhaps 
the advertisement itself may not be the most artistic creation 
ever produced—but it is a part of a campaign that has only one 
end—success and sales. 

.We don’t expect every one who reads this to believe it— 
without proof, 

But we know what we are talking about,—above all—we 
know what we have done. 

We work with you—then we doth win. 

Our “Guide for Advertisers” has 300 pages of 
information about advertising and advertising 
mediums, Mail for 10 cents. 


THE SHAW-TORREY CO. (Advertising Agents), 
719-731 Mich. Trust Building, Grand Rapids, Mich. 


Lucius E. Torrey, Pres. R. H. Francuot,’Sec. and Treas, 

















Get the BEST Always! 
The Pittsburg Dispatch. 








“Greater Pittsburg’s Greatest Newspaper.” 


The Medium to Reach the Greatest Purchasing 
Community in the United States 
Centering About Pittsburg. 


The Dispatch Publishing Co. 


C. A. ROOK, President, E. M. O’NEILL, Vice-Pres. 
F. O'NEILL, Treasurer. 

Eastern Office: ‘ Western Office: 
wattace G. BROOKE, Pittsburg, Pa. norace m. Foro, 
4 Park Row, Marquette Building, 
NEW YORK. CHICAGO. 
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Newspaper Publishers, 


Jobbers, 
Souvenir Dealers. 








VER 100,000 designs of up-to-date novel and beautiful Sou- 
venir Post Cards in our stock. 


Buy Direct 


from the publishers and importers. No other concern in the world 
can supply you so promptly at such reasonable rates. We make 
souvenir post cards from designs and photographs furnished by you. 


Increase Your Business 


by handling our line of post cards. Samples and terms upon 
request. 








U. S. SOUVENIR POST CARD CO., 
PUBLISHERS AND IMPORTERS, 


1140 Broadway, = 2 =e New York. 








Honor to Whom Honor Is Due! 


pe | gage with other makers’ inks at higher prices have not 
= ly been satisfactory. I have had good inks from Albert 
athan, but paid high for them. He is now asking custom at lower 
prices, but I consider Jonson deserves all the credit there is in that 
direction. A. E. Weatuersy, Cincinnati, Ohio. 
My first price list appeared in the printing trade eleven years 
ago, and was immediately condemned by my competitors as a 
crazy freak, which would end like all bubbles—“ blow up and 
burst.” I did not make two bites of the cherry when figuring 
my prices, having struck rock bottom at the first crack. My 
fellow ink men felt rather sore at my “butting in” to their hold- 
ings, and consequently made my journey through life as stormy as 
possibie. They accused my inks and my methods of being 
everything but what they ought to be; but one by one I see them 
dropping from their lofty perches and offering inks at my prices, 
and giving credit in order to regain the customers who once 
belonged to them. Send for my price list and compare it with 
what you paid for inks last year. Don’t be ashamed to send 
asmall order. If you are dissatisfied with your purchase, the 
money is refunded, also the cost of transportation. Address 


PRINTERS INK JONSON, 
17 Spruce St., New York. 
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The Best Try-Out Pro- 


, position in the 
Strong Field. World. 


A Strong Paper in a 











THE DAYTON DAILY NEWS 
GROWS ON! 


February 28th, the Dayton Daily Press suspended 
publication, following a two months’ receiver’s regime. 
THE NEws does not exult over disaster to any one, or 
to any newspaper, but the causes of this suspension are 
of interest to advertisers, and our function is to keep 
them advised of what is going on in our field. 

THE News simply absorbed the “vitality of the 
soil,” and some paper had to succumb. The suspension 
of the Press followed a heavy decimation of its circula- 
lation. Quite naturaily, the strong paper in the field 
secured what the Press lost, and by the same law of 
gravity, the strong paper got what the Press had when 
it suspended. 

Tue Dairy News is the strong paper of the field, 
has more proven paid circulation than all other Dayton 
dailies combined, and is the only paper in the field that 
has dared publish the report of the Association of 
American Advertisers. 

Our March circulation report will show over 22,000, 


HOME OFFICE: 
27 E. 2d St., Dayton, Ohio. 





Eastern Office: . Western Office; 














LACOSTE & MAXWELL, atlas . eo ig ans 
140 Nassau Street, 503 Boyce Building, 
New York City. Chicago, Ill, 
What won't sell in The NEWS Blankets 


the rich Dayton field : 
won't sell anywhere. the Field. 
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usiness success depends on advertising! We have B 
the ability to handle it for you, and we apply for the jo 


utlining a method for systematic and intelligent cir- 
cular advertising is a specialty—executing it als 


oung men or young women for work at your office under 
your direction can be engaged over ’phone without dela 


istribution of your advertising matter, circulars or 
letters throughout all portions of the civilized worl 


amples of merchandise of every description delivered 
through a carrier system established seventy-five year, 


ompilation of difficult and technical lists, through a 
system at once practical, comprehensive and scientifi 


mitation typewritten letters reproduced by a special 
zoth Century process, yielding results which are A- 


ypewriting records, agreements, original letters, re- 
ports, inventories, or any form of legal documen 


our circular advertising taken in charge by the oldest, 
largest and most successful agency in the countr 


elivery through our own Carrier System, of letters, 
circulars, calendars, packages or samples of any kin 


nvelopes addressed from either your lists or our own. 
All orders executed with despatch, neatness and car 


cientific advertising through the direct circular, the 
§ 2oth Century’s leading method and superior to all ell 


reparation of lists on special order of patrons, covering 
every trade and all possible points on the world’s ma 


dvertising properly pursued, points the way to great 
success. We have the system, the force and the dat 


rade lists, wisely selected, guarantee beyond all doubt 
T the fact that in your goods the addressees have aoual 


onservative, dignified and systematic circular advertis- 
ing through tried and true methods—nothing problemati 


aving at all times, and in every way, our patrons’ best 
interest in view, is the aim of Boyp’s City Despatch 


E. J. WiLLiAMs, Mgr., 


Telephones: A 
1806 and 1307 John. 16 Beekman St., New York City. 












BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 
CRITICISM OF COMMERCIAL ART 


PRINTERS’ INK, 


COMMERCIAL ART CRITICISM 


INK WILL RECEIVE, 






33 UNION SQUARE, N.Y. 
FREE OF CHARGES 
MATTER SENT TO MR ETHRIDGE. 





The advertisement marked No. 
I is supposed to advertise a tele- 
phone. There is a picture of a 
telephone in the lower right-hand 
corner, which iS. a good thing, 





MODERN ‘COUNTRY LIFE 


ee ous en math ectioery, & 





porting benges rs tha vet life of detquere tomy Tent ee ray 4 
feoastton woch Tara te a 7. 
SS Tose eee ‘tale country. 








douare 
moe, Ue tnabiculadle. 





busy times 
“Telephove Peet 
errsaue sed 


cost to bim=t0 Teeviog a on ee Sam 
Porwere” “sr 


e064 to 
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No.l 

although all telephones look about 
alike. In the main part of the il- 


lustration at the top of the adver- 
tisement the sharp eye will detect 








No.2 


a woman using a telephone, but it 
is only on close inspection that she 


can be found at all. In the upper 


corners of the advertisement there 
are pictures of a mail wagon and 









What have these 
got to do with a _ telephone? 
What have the furniture and 
the man and woman, reading at 
the table, got to do with a tele- 
phone? Nothing at all. The only 
thing about the picture that is of 
any value is the woman using the 
phone, and she occupies, perhaps, 
one-twentieth of the space. There- 
fore, the picture is composed of 
one part of usefulness against 
nineteen parts of uselessness. The 
illustration marked No. 2 excludes 
everything except the lady and the 


a trolley car. 








EB AGENTS 
CATALOG Orgs 
Paes 2 tn BEN 


The Williams Typewriter Co. 


sens, Sm, ved, London. 


Sew vorn, 
OO Brenéwer. ‘87 Melber Vinsuew 





telephone, with the exception of a 
little country scenery which can 
be seen through the window—just 
enough to introduce the country 
idea. 

% * * 

From this Williams typewriter 
advertisement it would be fair to 
assume that the figure six is a 
matter of great importance. It is 
the most prominent thing in the 
ad, the picture of the machine it- 
self being subordinated to it. The 
number of a typewriter is in itself 
of no importance. It is just as 


























easy to call a typewriter No. 60 or 
a No. 600 as it is to call it No. 6, 
and no matter what you call it the 
number it bears is of no import- 
ance unless it stands for certain 
patents or improvements not pos- 
sessed by other machines, in which 
case they should be fully explain- 
ed. No doubt there are many 
good things to be said about the 
Williams typewriter, and it would 
be an excellent idea to utilize the 
space in that way, rather than to 
feature the number of it to people 
who don’t understand what the 
number means, 
* * * 

This Bro-man-gel-on advertise- 
ment is not very remarkable, but 
it has its merits. It is very 
simple, clean and attractive. The 
statement that it is the one perfect 
dessert jelly does not prove any- 
thing, but it is a good statement 
to make nevertheless. The ad- 





THE ONE 

PERFECT 

DESSERT 
JELLY 


6 
va ev 
Your Groce 








vertisement, simple as it is, creates 
a good impression, and is apt to 
be productive of more results than 
many long-winded advertisements 
packed full of type. 
# * * 

The woman going up-stairs with 

a basket on her arm has absolute- 
ly nothing to do with Electro Sili- 
con. The illustration itself looks 
like a syndicate cut of a dozen 
years ago. The advertiser, in 
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53 
making a pleasant little trip 
around Robin Hood's barn, in- 
forms us that silver is safe up- 
stairs at night and safe in day- 
light if you use Electro Silicon. 





% 
Stairs 
e 
Night 
> your Silver is reason. 
sucé ably secure from mide 
oe nigbt dangers. ‘The 
ye./, only absolute security 
against the dayligbt 
ZB darzer of scratehing 


or wearing when 
cleaning is by using 


ELECTRO 
an 


SilverPolish 
It insures the highest degree of brilliancy with- 


out the least detriment in any form, At Gro- 


cers and Druggists. 


Trial quantity for the asking. 
Box postpaid 15 cts. (stamps) 


*S1t1com,” 30 Cliff Street. New York. 


Of course the safety of silver at 
night has absolutely nothing to do 
with the case, and it looks as if 
this idea was introduced for the 
purpose of utilizing the illustration 
—in which case it would have been 
much better to leave out the pic- 
ture and get right down to facts. 
It is a curious fact that the ama- 
teur who prepares an advertise- 
ment always starts just as far away 
as possible from the point he wants 
to make and works up to it grad- 
ually. For this reason it is per- 
fectly fair to call this advertise- 
ment amateurish. 
——_+3)—_—_—- 

“Potnts on Medical Journal Adver- 
tising,”’ a booklet from A. L. Chatterton 
& Co., 259 William street, New York, 
describes the special fields in the medi- 
cal profession eovered by Advanced 
Therapeutics, the American Physician 
and the Journal of Surgery, Gynecology 
and Obstetrics, the firm’s three publica- 
tions. Letters from well-known adver- 
tisers supplement the descriptions. 

Ee SS Ay 

A FINE booklet setting forth the re- 
sources, advantages, growth and attrac- 
tions of Okmulgee, Indian. Territory, 
and distributed as an advertisement for 
settlers, is published by the Capital 
News, of that town. Pictures, statis- 
tics and description make an excellent 
showing. 
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BUSINESS AND STORE MANAGEMENT. 


How to get the full value of advertising by rightly 
to make business more profitable by a judicious system of advertising. 





ducting the b , and how 





Subscribers are invited to ask questions, submit plans for criticism, or to give their 
views upon any subject discussed in this department. 
Store Management, Printers’ Ink Publishing Co., 10 Spruce St., New York. 


Address Editor Business and 











“The Business Management 
Man” is anxious to measure the 
usefulness of his suggestions to 
the readers of this department—to 
know how generally they are 
adopted and with what success in 
each case—and therefore asks all 
those who act upon his advice to 
send to this department a brief ac- 
count of their experiences. Noth- 
ing that is whollv without prece- 
dent is ever suggested here; but 
suggestions are often made. that 
either elaborate or modify certain 
courses which have already been 
followed with success, and it 
would be interesting to know just 
how they work out in different lo- 
calities with different manage- 
ment of the details. Readers are 
invited to send to this department 
descriptions of business—coaxing 
schemes which they have originat- 
ed or adopted, whether success- 
fully or otherwise, and the de- 
partment editor will try to show 
why this one failed and that one 
succeeded. In short, the helpful- 
ness of this department, to all con- 
cerned, is bound to increase in 
proportion to the number of prob- 
lems presented for solution. 

It is impossible to determine in 
just which phases of store and 
business management each reader 
is most interested, and while it is 
the purpose of this department to 
cover all the details of this in- 
teresting subject, it is particularly 
desired to cover first those which 
are most wanted by the majority 
of readers and this can be deter- 
mined only by your communica- 
tions. Write freely and fully. 

* * * 

A Broadway window in the the- 
ater district is filled with new- 
fangled floor mops and scrubbing 
brushes designed to prevent the 
users from getting lame backs. 
They have long handles, like 
brooms, and the idea is to work 
them standing up instead of get- 
ting down on the knees in the 





usual way. A throng of interested 
women was standing in front of 
this window the other day when a 
scrubwoman, with the old fashion- 
ed scrubbing brush, plumped down 
on her knees inside the window 
and began to scrub the floor in the 
old fashioned way. 

“Did you ever see anything to 
beat that?” said one woman loud 
enough for the rest to hear.—New 
York Sun, 

About one merchant in a thou- 
sand, or possibly in five thou- 
sand, appreciates the advertising 
value of a well-dressed show win- 
dow and gives this branch of ad- 
vertising the attention it deserves. 
Newspaper advertising by retail 
merchants ‘would last about as 
long as a snow-ball in hades if 
every merchant could get his win- 
dow display before as many of his 
customers and possible customers 
as will see his newspaper display. 
But, that being impossible, the 
thing to do is to make the two 
work in harmony—each reinforc- 
ing the other; and many mer- 
chants who make conspicuously 
gvod newspaper and window dis- 
plays do not appreciate the im- 
portance of doubling the efficiency 
of each by linking the two to- 
gether. 

The ideal window display is that 
which makes an impressive show- 
ing of a single seasonable, or soon- 
to-be seasonable, atticle. The 
window that contains a few ar- 
ticles from each of several differ- 
ent stocks leaves no definite or 
lasting impression of anything in 
particular; while the window that 
is filled (not crowded) with ar- 
ticles of one kind, makes an im- 
pression that is carried away 
(when it does not make immediate 
sales), and that brings the possible 
customer back again when buying 
time comes. 

The window is the place for 
demonstrations of things which 
appeal to the eye rather than the 
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taste—the place to show striking 
contrasts between old and new 
methods as described in the clip- 
ping above—the place for prices 
and perhaps a few words to tell 
something that the display itself 
does not tell. 

It would seem that the mop and 
scrubbing-brush display just re- 
ferred to, good as it was, might 
have been made more striking and 
impressive by having a _neatly- 
dressed maid in the act of using 
the new-fangled mop or brush 
right alongside the scrubwoman 
who was using the old “main- 
strength-and-ignorance” method. 

The same thing can be done 
with ice-cream freezers—choosing 
a freezer of the old type in which 
cream is frozen at a considerable 
cost in “elbow grease” and per- 
spiration, and another of the quick- 
acting kind, actually freezing 
cream in both, starting at the same 
time, thus giving an ocular dem- 
onstration of the difference in time 
and effort required to produce the 
same result, 

A similar demonstration can be 
made with articles of apparel. 
Take the new “quarter-size” col- 
lars for instance. Let the man 
first put on a collar that is a 
quarter-size too small and show 
his audience how it squeezes up 
around his neck and puts aggra- 
vating kinks in the neck-band of 
his shirt. Then let him put on a 
collar that is a quarter-size too 
large and show how it gaps and 
sags. Then let him put on the 
“quarter-size” that comes between 
the two and show how thoroughly 
comfortable it is. If he cannot 
show all this clearly with the shirt 
on, he can certainly show it with 
a shirt held in the hands, and he’ll 
find many friends for his goods 
among the victims of _ ill-fitting 
collars. 

The same sort of a demonstra- 
tion can be made with a modern 
meat and vegetable chopper in 
contrast with the old-fashioned 
chopping bowl; with those tough 
lamp-chimneys with which one can 
drive small nails into soft wood, 
in comparison with the brittle 
things in more common use; with 
good gas mantles as against cheap 
ors (preferably in the evening 


without stronger lights near by). 
In fact the possibilities are prac- 
tically unlimited for decidedly 
novel and profitable window dem- 
onstrations, at a comparatively 
trifling expense. Don’t worry 
about demonstrating lamp chim- 
neys, for instance, because you sell 
but few, at comparatively small 
profit and are likely to sell even 
fewer if you succeed in populariz- 
ing a better kind. That isn’t the 
way to figure it at all. If you sell 
lamp chimneys, you probably sell 
lamps, and your lamp chimney 
demonstration will make people 
think of lamps—of your lamps if 
you have a good display of them 
in an adjoining window, or as a 
background for the window in 
which the chimney demonstration 
is made. Even if you don’t sell 
lamps, the people who come into 
your store for the first time, to buy 
a chimney, will see the things you 
do sell, and are pretty likely to 
buy if your goods and prices are 
right and attractively displayed. 
* * * 


For foods or for anything that 
can be properly appreciated only 
through close contact, the demon- 
stration should be inside the store 
where the possible buyer may taste 
or touch and thus convince herself. 
Of course, many stores cannot buy 
enough of a single article at a time 
to entitle them to the services of 
the professional demonstrator sent 
out by the manufacturers. But 
even such a store may enlist the 
services of some attractive young 
lady in its town, who has sense 
enough to see the advantages of 
one article over another intended 
for the same purpose, and some 
skill in explaining such advan- 
tages to customers, 

This need not be expensive, as 
in the majority of cases no specia 
apparatus is required, and “home 
talent” often makes up in local 
acquaintance for whatever it may 
lack in skill. 

A regular employee who is fam- 
iliar with the goods through daily 
contact, might very profitably be 
broken in to do this work when- 
ever there is occasion for it. 

People, even though not “from 
Missouri,” like to be shown, now- 
adays, just what an article is good 
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for—just why it is better than 
other articles of its kind—and it 
pays to show them. 

It needn’t cost much to have 
something going on in your store 
all the time; and if the subject is 
wisely chosen and properly ad- 
vertised, it will make quite a dif- 
ference in the totals on your cash 
registers, 

x * * 

A very common error in win- 
dow displays is that of pasting 
wrapping paper placards all over 
the glass. There may be times, in 
certain lights, when even a large 
card hanging some distance back 
from the glass will be difficult or 
impossible to read from the middle 
or opposite side of the street, and 
at such times it may be advisable 
to hang the card close up to the 
pane or affix to the pane by means 
of stickers at the corners. But 
nothing makes a store look cheap- 
er or less inviting than a window 
with poorly lettered, thin paper 
placards pasted all over the glass. 

Still another important point is 
to hang the cards at such a height a 
from the floor of the window as to 
come on a level, with the custom- 
ers’ eyes, or possibly a very little 
higher. As a rule, the man who 
hangs the card hangs it on a level 
with his eyes, without regard for 
the fact that the walk is consider- 
ably lower than the floor of the 
window, and the card cannot be 
read from the walk without more 
or less tiresome craning of the 
neck, 

* * * 

It is astonishing what a differ- 
ent atmosphere can be created in 
and around a store, from the very 
curb to the driveway or yard at 
the back, by an occasional hoeing 
out. I shall never forget one of 
my earliest experiences, as the 
head and junior clerk, porter, stock 
boy, deliveryman and other things 
too numerous to mention, in a gen- 
eral store out on the U. P. R. R. 
in Western Kansas. And it was 
a very simple thing that impressed 
this experience so indelibly on my 
mind. I cleaned that store—that’s 
all. An everyday matter in your 
store perhaps, certainly something 
that is done at frequent intervals 
and therefore nothing to shout 


about. But this particular store 
had probably never been cleaned 
as I cleaned it, since the stock was 
moved in years before; for I un- 
earthed things that the proprietor 
had no recollection of. I washed 
every shelf and every package that 
was washable—hauled everything 
from beneath the counters and 
dusted or washed it—cleaned up 
the cellar, the store room in the 
rear, even the boss’s desk—and 
then as a grand finale, I actually 
had the temerity to dress the win- 
dows. The thing was practically 
unheard of in that locality—it was 
town talk—prohibition, cattle and 
sheep had to give way to it as a 
topic of conversation, and even 
those who felt that we were put- 
ting on airs came in to see what 
color the paint was originally, and 
made small purchases. An ex- 
treme case, of course, simply 
cleaning up a little would excite 
no comment in your case because 
your store is always clean; but 
before you pass on to the next 
chapter it might be well to have 

look around and see if things 
are as spick and span as they 
might be—whether or not some of 
the slow sellers have been crowd- 
ed to the rear and forgotten since 
your last inventory, instead of be- 
ing hauled out to the light of day 
and marched out on the double 
quick to the tune of cut prices. 
And the thoroughly clean store 
has such a good influence on both 
customers and clerks that it’s a 
mighty good thing to clean up 
from the front door to back every 
little while and semi-occasionally, 
even if it is not so very dirty. It’s 
all right to dust each stock each 
day; but it takes something more 
than that to produce the cleanli- 
ness that one can fairly feel on 
entering a store that is fresh from 
a good scrubbing. 

a 

A FOLDER from the Hentschel-Colour- 
type, Ltd., 184 Fleet street, London, 
shows excellent specimens of work done 
by this concern, with particular refer- 
ence to the needs of advertisers who 
wish to reproduce goods in natural 
colors, 

——— 

“By the Kindness of Others” is a 
brief, tasteful booklet from the Thom- 
son . Printing Co., Philadelphia, made 
up of favorable critical notices of its’ 
productions by typographical journals. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for windo 
cards or circulars, and any other suggestions for bettering this department. 








LANCASTER, PA,, Mar. 2, 1905. 
Editor, Ready Made Department: 

Dear Sir—Apropos of the recent in- | 
terest taken by you in reference to real’ 
estate advertising, 1 enc.ose herewith 
about half a dozen ads clipped from our 
local paper, the Lancaster /ntelligencer, 

I shall be glad to have you reproduce 
them in your Ready Made Advertise- 
ment space if possible, criticizing them 
from your standpoint of good advertis- 
ing. 

I also enclose a number of hat store 
ads taken from the same paper. Hat store 
ads generally are pretty dry reading, 
and it wou.d be interesting to see what 
you think of this lot and any others 
which these may cause to be sent in. 

I thank you in advance for the 
courtesy. Yours very truly, 

W. M. Mrxporr, 
21 W. James St. 

The ads accompanying this let- 
ter are distinctly different from, 
and better than, most of their 
kind. There is a strong personal 
note running through them, and 
they impress one as being abso- 
lutely sincere and intelligent state- 
ments from the men who are back 
of the businesses .they represent, 
rather than the work of a mere 
word-juggli:¢_adsmith who is 
striving to write naturally and at 
the same time produce something 
of startling originality at fifty 
cents “per.” The real estate ads 
appeal in one case to the investor, 
in another to the home-seeker. and 
in both cases give a brief descrip- 
tion, and the price, even the street 
and number of each property 
mentioned, as in this one which is 
addressed to the investor: 
WHERE DIVIDENS ARE ALWAYS 

PAID. 


There is surely some house in my 
catalogue that you would like to own, 
and can afford to own, if you have any 
money at all And you might as wel 
put your money into real estate, because 
that is the safest of all investments. 
When stocks and bonds go down, you 
can lay back and smile at the fellow 
who put his dollars into Steel or Cop- 
per, and continue to draw your dividends 
in monthly rent. No watered stock, no 
shrinkages, no assessments. not even or- 
dinary attention—for I'll collect the 
rent if you say so. You certainly ought 
to send for my _ catalogue and_ look 
into the matter. IT have a special plan 


to make the payment easy Maybe one 
of these will suit you: ; 
Two-story mansard roof brick dwell- 





ing, hail, seven rooms, bath, all con- 
veniences, side alley; lox 16x100 feet. 
543. Pine street. $1,800. 

‘Two-story mansard roof brick dwell- 
» hall, nine rooms, all conveniences, 
18x146 feet. 


in 
side and rear alleys; lot 
223 S. Ann St. $2,500. 
Two two-story brick dwe.lings, 
hall, seven rooms, porch, conveniences, 
side alley; 403 and 405 St. Joseph st. 
$typoo each. 


wo two-story brick dwe.lings, 
six rooms, garret, water in kitchen, 
gas; lot 13x85 feet. 518 and 520 
Spruce street. $1,150 each. 
Send for the Catalogue, 
ALLAN A. HERR, 


Real Estate and Insurance Agent, 
108 East King Street, 
Lancaster, Pa. 

This is the right idea in real 
estate advertising—choosing those 
properties which are most desir- 
able as investments and advertis- 
ing them as such; then advertis- 
ing, separately, the properties 
which seem most desirable as 
homes; for there are only these 
two classes, and those who buy 
for manufacturing of business 
purposes, to be taken into account, 
and it is better to go after each 
class with a separate and distinct 
proposition calculated to appeal to 
that particular class, than to mix 
them indiscriminately in a single 
small space. The hat ads are 
good, too; but if one can print 
prices on real estate, why not on 
a two or turee-dollar, or even a 
five-dollar hat? The ad repro- 
duced here is one of the “early 
bird” variety and a very good one. 
It worked hand in hand with a 
window display of new straw hats, 
surrounded by imitation log fires 
and decorations in straw. While 
the incongruity of straw hats and 
log fires may have attracted a 
great deal of attention, it would 
seem better to convert the window 
into a representation of a swelter- 
ing day in August, using a back- 
ground of big palm leaf fans, hav- 
ing glasses of lemonade standing 
around with floating slices of 
lemon and protruding straws, and 
such other surroundings as are 
natural and inviting on a_ hot 
summer’s day. Mr. Allen is wise 
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in making the ad and the window 
work together, because that in- 
creases the value of both; and he 
has the right idea in window 
dressing—to make a big and im- 
pressive showing of one thing: 
MY STRAW HATS ARE READY 

They are in my windows, Now. I 
said, My straw hats, but they are really 
yours, for you'll be wearing them 
along about the time when cherries are 
ripe and the peaches fall. It may sur- 
prise you to see them now, but it’s the 
ALLEN way to do surprising things—to 
be FIRST to show the new styles—so far 
ahead of the season you must know the 
can’t be copies. I want you to loo 
at them and see just how much better 
than most straw hats they are—better 
finished—whiter straw—more fetching 
shapes. Then, when summer comes 
ou’ll know just where to buy your 


at. 
ALLEN, HATTER, 
114 N. Queen Street, 
Lancaster, Pa. 


Little Joe Wiesenfield’s Little Ads Al. 
ways Say a Little and Say It Well. 








Our Gunsmith 


Who is an expert in his line, 
is familiar with all makes of 
guns; he gives this work his 
entire attention, turns out 
the most satisfactory work, 
and, what’s more, he never 
disappoints you. Here are 
some of his prices for ex- 
pert work: 

New Hammers, $1; New 
Lock Springs, s5o0c.; New 
Plungers, s50c.; New Fore 
Ends, $3; New Stocks, $6. 


LITTLE JOE’S, 
Baltimore & Howard Sts., 
Baltimore, Md. 








—— 
One From a Series of Good Whiskey 
Ads Prepared by Mr. E. R. Mustin, 
of Tioga, Philadelphia, and Appear- 
mg in the Manayunk, Pa., Sentinel. 








Pure Cabinet 
Whiskey, 75c. Qt. 


Mellowed with age and con- 
taining the purest ingredi- 
ents we guarantee it to be 
absolutely pure and an ex- 
cellent sick-room  stimu'ant. 
Use one-third of a bottle, 
and if you find the quality 
not as represented return 
the bottle and we'll refund 
your money. 


P. J. SERWAZI, 
250 Grape Street, 
Manayunk, Pa. 














No Effort to be “Smart” or Funny; 
Just a Plain, karnest Statement, with 
Price Accompaniment, 


A Toothbrush 


is one of the most necessary 
of toilet articles, yet the av- 
erage buyer depends ‘upon 
the dealer to pick out a good 
one. 

When you ask us for a 
good one you may depend 
upon our giving you your 
money’s worth, 

toc. to 35¢. 


BEACH, THE DRUGGIST. 


Cor. North Ave. and Main 
Street, 


Owego, N. Y. 











For a Watch Repairer. From The Old 
York Transcript, York Village, Me. 





Look at Your 
Watch 


If your watch does not go 
quite right, bring it direct- 
to us. If it’s pulse 
oesn’t beat regularly and 
exactly 60 to a minute some 
thing’s wrong. We can fix 
it. 

No feature of our busi- 
ness is receiving more at- 
tention just now than watch 
repairs. We guarantee per- 
fect satisfaction. 


ARTHUR B. DUNCAN, 
Jeweler, 
Portsmouth, Me. 











Here’s a Bit of Enterprise on the Part 
of a Druggist That Ought to Bring 
Its Own Keward, That Night De- 
livery Proposition Should Have Been 
Worked Into the Headlines, From the 
Atlanta, Ga., Journal. 


We Are Open All 
Night Long 


All during the cold winter 
nights we are open and 
ready to serve you. Tele- 
phone us, and whatever you 
need can be had at your 
own door without delay or 
exposure. 

rescriptions are and al- 
ways shall be our specialty. 
Send us yours and you are 
sure to get the best to be 
had in service, and the pu- 
rest drugs obtainable. 


ELKIN-WATSON 
COMPANY, 


Atlanta, Ga. 





DRUG 
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Peorta, ILx., Feb. 28, 1905. 
Editor, Ready Made Department: 
Dear Sir—I enclose herewith a full- 


page ad—a “novelty” as the local, at- 
fached, -. This is the first insertion; 
I doubt if further insertions would pay. 


Your criticisms on this style of ad- 
vertising would be appreciated very 
much, I’m sure. 

Yours very truly, 
A. E,. ANGIER. 

1201 N, Jefferson Ave., Peoria, Ill. 

The page referred to in the 
above letter, which appeared in the 
Peoria, IIl., Star, Feb. 28, is filled 
with an illustration of a very 
handsome house. The light smoke 
issuing from the chimney forms 
the frame for a short announce- 
ment of the Peoria Fuel Co.; on 
the roof is the card of A. A. 
Bushel & Sons, roofers; and in 
other appropriate places are small 
ads of Callender & Cavsey, real 
estate; Bush’s, wall papers; John 
O’Neill & Sons, plumbers; O’Neill 
Water Heater Mfg. Co.; Chas. 
Johnson Hardware Co., heating; 
Todhunter & Alfs, interior wood- 
work; Balzer & Reeves, Yale 
locks; A. Lucas & Sons, iron 
work; Central Electric Co., elec- 
tricians; The Brass Foundry and 
Heating Co., heating, and H. A. 
Eberson & Co., paints. All are 
Peoria, Ill., dealers except the 
latter, who is located in St. Louis, 
Mo., and they represent just about 
every line that would contribute 
to the building of a house. Then, 
in the foreground stands an auto- 
mobile and a card of: the makers, 
The Bartholomew Co., of Peoria, 
Ill. The scheme seems to be new 
and very well thought out; but, as 
Mr. Angier says, it is somewhat 
doubtful whether a second inser- 
tion would pay, although it is cer- 
tain that the first one attracted 
unusual attention because of its 
novelty. There is always some 
doubt, however, as to the useful- 
ness of what might be termed a 
composite ad, or an ad in which 
the illustration fades the type talk 
into comparative obscurity. The 
“local” mentioned in the above 
letter states that Mr. J. M. Linds- 
ley, presumably also of Peoria, is 
the daddy of the idea and that 





steps are being taken to protect it 
by copyright. Mr. Lindsley has 
certainly succeeded in lending un- 
usual attractiveness, in the setting 
at least, to subjects which as or- 
dinarily presented are most unin- 
teresting. 

Showing That it is Possible to Print 
Prices, Even On Parquetry Flooring. 
From the Washington, D. C., Star. 

i 








At a Cost of 25c. 
Square Foot. 


We'll cover your old 
floors with our beautiful 
Hardwood Parquetry Floors 
—polishing included. Esti- 
mates and samples _ sub- 
mitted. 

Furniture _ re-upholstered 
and repaired in the best 
possible manner, 


WURDEMAN & CO., 
610 12th Street, 
Three doors North of F, 


Interior Decorators & Fur- 
nishers. 


Washington, D. C, 











This May Sound to Some People Like 
a Lesson From the First Reader, but 
There are Lots of People Who Don’t 
Know Just What an Annuity is and 
It’s Good Business to Tell Them. 
From the Bangor Daily Commercial. 





Annuities. What 
Is an Annuity? 


An vo oat | is a yearly 
(or regularly recurring) 
payment of a certain sum of 
money, and so furnishes a 
fixed and certain income 
without the trouble and risk 
attending ordinary invest- 
ments. As the purchase 
price is not, in general, to 
be _ returned, the annuity is 
(often largely) in excess of 
the income that could other- 
wise be earned on the in- 
vestment. If the annuity be 
for life, it provides a fixed 
and certain income during 
life, whether longer’ or 
shorter, larger than could be 
obtained otherwise at the 
same cost. 

Issued By 
CONNECTICUT MUTUAL 
LIFE INSURANCE 
COMPANY, 

H. .N. Fairbanks, 

47 Main St., Bangor, Me. 
E. B. Wyman, Special 
Agent, Ellsworth, Me, 
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From the Philadelphia Evening Bulletin.| One of a Series of Good Ads Printed 
= by a Fe gual Fig ved the a 
frying sota, Daily, a College Paper of Min- 
For Frying neapolis, Minn. 
Oysters 
potatoes, crullers, etc. in (Laundry Talk No. 9-) ag8 
large quantities, the Gas Another Thing EM 
Oyster Cooker is an_ inval- ; gee 
uable saver of time. It will About Our os83 
raise five pounds of. lard to Fe ifs 
the boiling point in four Laundry: Hos 
minutes; and will fry two peg 
dozen oysters in two min- We are open all day Sun- Fy 
utes. Indispensable to hotels, day so you can get your oc 
restaurants, bakeries, etc. laundry anytime. This fact S38 
Connected Free. in addition to the fact that 35 
THE UNITED GAS IM- we have at least two collec- see 
PROVEMENT CO. tions and two deliveries Seto 
Philadelphi P ‘ daily, easily makes our ser- cone 
i lladelphia, Fa. vice the best. And of course bb hs 
1 ° 
Half Price is a Most Eloquent Argu- 2 on Range Boe Magn obo 
ment; but “Regular Price” Means naturally the best. Just try aes 
More Than “Regular Va!ue. us next week and see if we : 323 
don’t make good. one 
f ' i Col‘ars 1c., Cuffs 1c: “and es. 3 
Sale of Children’s better work. te 
L ; WILDEY—321 14th webs 
eggins. Minneapolis, Minn. ieee 
The cold weather makes it The College Man’s Head- ge2e 
absolute'y necessary that the quarters, PLL 
child should be warmly clad. . Lees 
a 2 ee See A Real Estate Ad That is Well Out of Bees 
e PP wt.' y ee Leashes the Rut, But a few Prices and Some pies 
saa Sell, AM Sec te ERE Idea as to Terms Would Help Some. B28 
little one’s comfort. They soos 
may be had in all sizes; full De-Li Rene = | 
height and buttoned. c .ighted. ary > 
Regu’ar Value $1. +n 3 
Reduced to 50 cents, Have you not been in- © ies 
‘ a 
spired by Teddy’s heart to “Pos 
SAKS & CO., heart talks? Does the blood ego 
Washington, D. C. not tingle in your veins, be saz 
dilisaiss after reading his soul in- Bsa" 
. ETS spiring discourses? Do you ae 
Brief 6 _ pensive, Pe a the remember what he says a3858 
shington, D. C., Star. about “‘A square deal for geen 
every man”—‘“the _upbuild- 3see 
cones ing of all mankind?” You B3t38 
Roof Repairing! would not acknowledge yeaves 
— the pte gene he bpaee 
speaks about. nd yet, is it Seste 
mF Pe manly to live in a house care 
Snranen tan ilo you don’t own? Don’t you Pa 
Let Shedd’s _ specialists know I woud be delighted $28 
stop the leaks developed in > age 4 nae ec 4 FAR 
the roof by the thawing ice ee ae, ae soe ager 
and snow. Quick work and square deal,” that to own gutes 
thorough work by men who _— be — Bo esses 
. 4 i ' - y eos 
orca tinning perfect family by setting a splendid ttt: 
y- 4 z example? Don’t you know paee: 
Plumbing Repairs. chet the East End Acre 22° 
You should have the aedene ate close to Con- a3ee) 
frozen pipes repaired right nelisville, a live town, and B55) 
away. Shedd’s specialists the street-car jine has two Bege 
are at your command, and stations on the property?— Bees: 
will attend to the plumbing that there is no coal or coal Des os: 
work as only experts know mines?—that you can own $3531 
how. Every plumbing job one of these little garden att? 
thoroughly inspected by one places by paying a small tee 
of three superintendents amount down and the bal- Bed’ 
: ance in monthly payments? exe 
S. &: SHEDD & BRO. CO., JOS. A. MASON, BRE 
432° Ninth St., Cor. Main and Arch Sts. , 
Washington, D. C. Connel'sville, Pa. 
L ee 
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New York City,_MAR 13 1905 


INECEIVED of the Publisher 7 a. VE Le, 











One Hundred § Dollars 


for guarantee of circulation rating in Rowell’s American Newspaper Directory. 





$100.00 











CONDITIONS. 


The ofe rating in Arabic Ngures ip Rowell’s american Newspaper Directory, based upon a eatisfactory etatement from the publisher 
of o paper. of the actual! issues for a full year. is guaranteed by the Directory publishers. under a forfeiture of one hundred dollars, payable to the first person who suc- 
cesstully assails the accuracy of the said rating. The guarantee thus made. and the forfeiture offered by the Directory. is secured by the publisher of the paper by the a 

Ment of one bundred dollars to the publishers of the Directory as a permanent deposit. Theguarantee is perpetual so long as the newspaper furnishes statements in de 
~ ie pte __3 Be mo! pai ia not returpable to the publisher at any time or under any circumstances. 


peat 
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St Yo Guly suthenticated, and the Directory continues to be published. The money paid is not returnable to the publieher at any time or under any circumstances. = 
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IRECEIVED of the Publisher of\ JH CUNY CLf al fa As AM, 
One Hundred Dollars U/ 





PRINTERS: INK. 


for. guarantee of circulation. rating in Rowell’s. American Newspaper Directory. 


Tue Printers’ Ink P#biisHinc Company, 





- $100.00 





The absolute ofa rating in Arabic figures in Rowell’s American News r Direct based Upon a satisfactory statement from the publisher 
Sf a paper. of the actual issues for a full year, is fseranieed bythe Directory pubtieners, under a tcrteivure of one bundred dollars, payable to the first person ho suc. 


assaile the accuracy of the said rating. the forfeiture offered by the Directory, is secured by the publisher of the paper ence. 
4 py of 0 one hundred dollars to the publishers 8 tbe Directory ey a permanent deposit. Theguerantee rH perpetual rotons as the newspaper furnishes nalowente’ in detad. 
: -. The 
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ROWELL’S AMERICAN NEWSPAPER DIRECTORY 


RECEIVED of the Publisher o LATS) £AL 
One Hundred 





for guarantee of circulation rating in Rowell’s American Newspaper Directory, 


Tue Printers’ INK PuBLiIs 


$100.00 





ota of the actual issues for a full year, is poarenteed by 
‘cess! e 
“ment of one bundred dollars to the publishers of the Dh 





SONDITIONS. 





The absolute correctness of a cireuiation rating in Arabic 6 im Rowell’s American Newspaper Directory, baséd upon a satisfacto: ate from the pubitsh 

< the Directory ublishers, under Ctorteiture of one hundred dollars, a to the frst person who suc- 
rectory a perm FUcacar dcEelt. The sosrantce is pertetual s010ue ss the neweparer furnishes statements in decal, 
@uly authenticated, and the Directory cor tobep Diished. e money pata is not able to thos A at any time or un jer any circumetances. 


ily assails the accuracy of the said rating. 
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PRINTERS’ INK. 


THIS OFFER EXPIRES 


APRIL 15. 


The 1904 edition of Rowell’s Amer- 
ican Newspaper Directory is now out 
of print, and the issue for 1905 
will not be ready for delivery until 
the latter part of May. The sub- 
scription price of the buok is Ten 
Dollars net cash. Persons desir- 
ing to register a subscription and 
willing to send check with order 
now, may have a discount of ten 
per cent. from the above price, 
making the net price 


Nine Dollars, 


and to these in advance paid sub- 
scribers a copy of the very first lot 
received from the binders shall be 
sent carriage paid. 








If interested, send Order and Check direct to 
CHAS. J. ZINGG, Manager, 


ROWELL’S 
American Newspaper Directory, 


10 Spruce St. (up-stairs), New York City. 


March 22, 1905. 








